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Roush Proofs 


The national nutrition confer- 
ence at Washington announced that 
jit was trying to make the nation 
vitamin conscious. The advertisers 
are at least three jumps ahead of 
them. 


June 9, 1941 


_ BREAKS LOOSE 
OF 8 LEADING DENTIFRICES TESTED 
LIQUID DENTIFRICE ALONE 
AVOIDS THIS INJURY TO TEETH 


10 Cents a Copy, $2 a Year 


Grade Labels 30% Wrong, 
14-City Analysis Proves 

‘ Labels Found Unreliabl 

i Fly Holds Stage abeis Foun nrenadle 

St. Louis, June 5. 

jreau itself characterizes as “an 

ened to Include Entire fast and Middle West, whose re- 

| Industry 


Paste and Powder — 
Injurious to Teeth, — 
Teel Copy Asserts 


_ Intensely Competitive 

| Theme Strikes Fire in | 

Dentifrice Field Millions Are Injuring Their Teeth - 
SoReet Cees Saw Bee Go yee Ay 


BY S. R. BERNSTEIN setenrete oases eat 
Chicago, June 5.—The dentifrice = cir 
| field buzzed this week with conver- 
sation over the appearance, in a 
small number of newspapers, of 
one of the most intensely competi- 
tive pieces of copy to run anywhere 


- we we 


Among those who have become 
exceptionally vitamin conscious dur- 
ing the past couple of years are 
copywriters who have been trying 
to figure out the difference between 
B complex and riboflavin. 
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Than Others 
(Picture on 
di M -What the Bu- 
, on Radio Measure 
. 9-9 . |been found in a comprehensive 
Housewives are contributing their Senate Inquiry Broad- study of grade labels conducted by 
old pots and pans to the defense 
stockpile, but why doesn’t some- 


and Co-op Prices Higher 

as Hearings Start 
/amazing degree of inaccuracy” has 
sults have just been announced by 


one invite Hollywood divorcees to /jin a long time—a 700-line insertion the St. Louis Better Business Bu- 
» & ; , j -j ° . 7.) ° . ‘ ao j ; . "EL 
toss in their old wedding rings? | for Teel, age Ag oy bin ned Washington, D. C., June 4.—Sen- | Tau. am ss --4 
,vyY dentifrice, in which the assertion | ate committee hearings on the A survey of canned fruits and 


LEANS | 
was made that “8 out of 10 adults | C -ANS TEETH Y] | White resolution calling for an in-| 


vegetables, purchased in the open 
risk cutting cavities into the ex- 


’ 
| 


Old Franklin cars, which used 


— estigati ~oadcasting in- market from retailers in all 14 
an unusually large amount of | posed, soft part of teeth by brush- | Crying down tooth pastes and powders, caer aed as ae ‘a rl cities, and embracing in all 275 
aluminum, are in demand right ing with leading tooth pastes and | Procter & Gamble has struck out with Paderal Communications Commis- cans, showed 30.5 per cent of the 
now. Maybe the promotion put en- | powders.” highly-competitive newspaper copy on lesion got off te & livel : start een products not measuring up to the 
tirely too much emphasis on air “Of 8 leading dentifrices tested,” behalf of its liquid dentifrice, Teel. |) B , , | marked 


grade 
submitted to 


on the can, when 
Agricultural Market- 


| this week as FCC Chairman James 
|L. Fly occupied the witness chair 


cooled radiation, after all. 


the copy was headlined, “liquid 
dentifrice alone avoids this injury 


e ; : ss e ’ ing Service tests, the Bureau says. 
oh > “ih se cnr continuously during the three ses- Paes ° 

: . Ww: , sina bec | to teeth,” and this theme was car- Curtis Stops Cash sions held before hearings were | It also reports that the study, while 

Elmer Ward complains because ried through the advertisement, not primarily intended as a 


price 


783 out of 4,000 Palm Beach deal- | which not only included a notarized adjourned today until next week. 


: study, reveals that, grade for grade 

a ae os Ba, . . arge audience which reached |°'™ & 
ers didn’t tie in with the 50-50 ad- statement certifying that “Cyril S. Discount: Believe Rg Ross gy - guns teem (om item for item, canned fruits 
vertising campaign last year, but| Kimball of the scientific labora- ’ — ee « te and vegetables sell for substan- 


someone should tell him that .800 most of the brass hats of the broad- 


is a pretty good batting average in 


tories of Foster D. Snell, Inc., has |tially higher prices in co-op stores 


casting business, heard Chairman 


sworn before me that the state- Fly defend the FCC monopoly rules than they do in non-co-op stores; 

any league. ments in this advertisement con-  eP en ‘ in fact, a price comparison on 15 
a> ates 2 gree and insist that FCC not only has the |. 

° 9 cerning the brushing tests truth- sower to enact such regulations but identical items purchased in both 

Lionel Moses says the tags on ad- fully and accurately summarize the New York, June 4.—Conjecture A ‘ ; types of stores shows an overall 


indeed acted under Congressional 


vertised merchandise are the Clark | findings of the scientific research | gyer whether other magazine pub- variance of 30.83 per eent in cost. 


mandate in carrying out the three- | 


Gables of the stores, but maybe | conducted under his supervision, jlishers will follow the action Of| year investigation with the result- | The St. Louis Better Business 
those on the new Jantzen swim suits | but also an enlarged photo of alcurtis Publishing Company this | ing order Bureau, in presenting its findings 
should be called the Ann Sheridans. ee Fecggmoscgg hgh injury | week followed in the wake of the Leading developments to date: |!" .° a ae oe wee, 
v,vey re aa eae ~— announcement nat, effective with 1. A broadening of the scope of oats: 
H. Freeman Barnes says that| The copy was the hottest that | the February, aos, issues, The Sat-|the inquiry to include the entire Question Grade Values 
- hac a nickel and everv-| Veterans in the advertising field urday Evening Post, Ladies’ Home | range of the broadcasting business “Better Business Bure: _ 
everybody has a nickel and every- No a ce i Journal and Country Gentleman will | and FCC’s administration of it. . er Business ureaus are 
body Is willing to spend a nickel. pr ennes “Millions ome iy Aho Saad eliminate the existing two per cent| 2. A charge by Sen. Wallace H. interested ar grade labeling arom 
This is an idea that may possibly coats a ‘. pee "tale ten Bi “4 leash discount. | White, Jr., that FCC usurped Con- the standpoint of accuracy, truth 
have occurred to Wrigley and enused _not ‘ton the soothibeesh ‘eneit | Although leading publishers|gress’ power in promulgating the and reliability. The Better Business 
Coca-Cola. ; but by regular brushing with ‘the |queried on this point today declined | new regulations, and the suggestion greed ; yes eee he shy 
i abrasives or scouring materials | *° indicate that any such policy| that “the creature has at least be- puns ie ae ype a  « 
Wisconsin dairymen have been | contained in all leading tooth pastes | change is in the offing, agency ex-|come as great, if not greater, than llabeling. if aioe veliable nied 
joined in cooperative advertising by | and powders. these |ecutives expressed the feeling that|the Congress which created it. : : 


Iowa, Minnesota, North 
Washington and Montana, 
number of contented cows 


to be considerably increased. 


Dakota, 
so the 
due 


is 


oe) 


President Roosevelt has set mere 
records than Bobby Jones or Babe 


Ruth. He has just established a 
new high for White House mes- 
sages to the Advertising Federa- 


tion of America. 


7, © ¥ 


The castor bean industry is ex- 
panding rapidly, we are told, but 
boys and girls have been relieved to 


learn that its use is not confined to 


the medical field. 
v v v 
“There’s a natural affinity,” re- 


mi 


ks Better Homes and Gardens, 
“between the ring of wedding bells 
and the ring of cash registers.” 

The only fellow who isn’t con- 


Scicus of this is the chap who's 
listening rapturously to the wed- 
ding bells. 

v v v 


Too bad Anna Steese Richardson, 


the grand old girl of advertising, 


has decided to retire at the age of 
‘6. She could still pitch them over 
the plate with Connie Mack as a 


bat'ery partner. 


= = @ 


1e rapid influx of advegtisers of 
souD mix suggests that the SEC is 
‘n he background urging that the 
wa er be squeezed out of this ex- 
Pa: ding industry. 
Copy Cus. 


Gradually 
abrasives cut cavities into the soft 
part of the teeth along the gum 
line exposed by shrinking gums. . 
In fact, among people who brush 
their teeth regularly, a very large 
percentage of all cavities along the 
gum line that require filling are 
probably the result of this injury. 
This was shown by a clinical study 
published in a leading dental jour- 
nal. 


“Confirmed by Research” 
“These startling facts were 
recently confirmed by = scientific 
research. Eminent independent sci- 


entists made _ laboratory  tooth- 
brushing tests with seven of the 
largest-selling tooth pastes and 
powders. Every one cut cavities 


into the soft part of the teeth 
“In the same manner, these sci- 
entists tested the new liquid denti- 
frice—Teel. In no case did Teel 
injure the teeth in any way, be- 
cause Teel contains no abrasives of 
any kind.” 
Neither Procter & Gamble nor 
W. Kastor & Sons Advertising 
(Continued on Page 29) 
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| Voice of the Advertiser 


| 


_|cision, agency men pointed to the 


|such action will not be unexpected. 


3. Sen. White’s revelation that 
he has had legislation ready for 
some months to correct loopholes in 
present radio law, but is awaiting 
a propitious time to introduce his 


In commenting on the Curtis de- 


resolution adopted only a fortnight 
ago by the Four A’s emphasizing the 


need of cash discounts on advertis- | bill. 

ing space and time as “vital to agen- | “Footy -Footy” 

cies and media alike.’ It was hinted 4. Strong denunciation by Chair- 
in agency circles that the impending |man Fly of alleged monopolistic 


Curtis announcement was directly | practices engaged in by the National 


responsible for the adoption of the | Broadcasting Company and_ the 
(Continued on Page 27) (Continued on Page 29) 


Last Minute News Flashes 
Libby, McNeill & Libby to Stage Contest 


Chicago, June 6 
Libby, McNeill & Libby announced today a dish-naming contest to be 
promoted extensively from mid-June to mid-July. Cash prizes totaling 
$6,000 will be offered for the naming of a new corned beef hash dish, 
with consumers required to send in a label from the product and one 
from any other Libby meat product. First national advertising will 
break June 29 in The American Weekly, and the contest will be pro- 
moted in other weekly supplements and magazines, 75 newspapers, car 
cards in 50 towns and with four-color dealer helps. J. Walter Thomp- 
son Company is the agency. 


Prepare Campaign for Florida Canned Citrus Products 

Lakeland, Fla., June 6.—Following completion of the Mary Margaret 
McBride series of programs over CBS July 4, Florida Citrus Commission 
will launch a new campaign for canned fruits with an expanded maga- 
zine, roto and spot radio list. Arthur Kudner is the agency. 


Promote G-E Fans in 150 Newspapers 

New York, June 6.—A list of 150 newspapers throughout the country 
will be used by General Electric Company this season in its cooperative 
campaign with dealers on the new G-E “Family of Fans.” Cartoon style 
copy will be used. Maxon, Inc., handles the account. 


Nejelski Leaves Pepsodent Company 

Chicago, June 6.—Leo Nejelski has resigned as assistant general man- 
ager of the Pepsodent Company, a post he took in the fall of 1939 after 
18 | serving as advertising manager of Swift & Co. for many years. 


With corned beef hash the spearhead of the drive, | 


practical, may be a big step in this 
| direction. 

“The purpose of this report is not 
to condemn grade labeling but to 
determine whether grade labeling 
of canned foods, as found today, is 
accurate, truthful and reliable.” 

Items included in the investiga- 
tion were carefully selected so as 
to cover only those for which a 
grade has been established by the 
Department of Agriculture and is 
in general use by the Department 
in its own grading work. The 
items studied included apple sauce, 
cut green beans, baked beans, wax 


beans, kidney beans, cut beets, 
whole beets, sour pitted cherries, 
sweet cherries, golden bantam 
cream style corn, whole kernel 
corn, White corn, grapefruit, grape- 
fruit juice, peas, pears, spinach, 
sauerkraut, tomatoes, and tomato 
juice 


Many Bought in Co-ops 


In each of the 14 cities in which 
BBB cooperated in the study, shop- 
pers purchased grade labeled mer- 
chandise wherever it could be 
found, paid for it in cash and took 
the goods with them. The _ pur- 
chases were made during the latter 
|part of 1940 and the early part of 
|this year, and in all 275 items of 
canned goods were purchased, a 
sufficient number of the same item 
being bought to avoid conclusions 
‘based solely on individual pur- 
chases and analyses. 

After the items were purchased 
the labels were covered, each can 
was marked for identification, and 
then sent to the nearest Agricul- 
|tural Marketing Service office for 
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2 ADVERTISING AGE June 9, 194) 
grade testing. All results presented grade-labelled canned goods were 15 PRICE COMPARISONS OF IDENTICAL ITEMS FROM CO-OP _eing, as found today, is a reliab] 


in the study, therefore, are the 
exact grades given the merchandise 
by the AMS, and do not represent 
grading by any other source. 


Graders’ Opinions Vary 


In this connection, Harry W. 
Riehl, general manager of the St. 
Louis bureau, warned ADVERTISING 
AGE that “there seems to be a grave 
question as to whether anyone has 
the right to assume that the nu- 
merical rating given to a can by an 
AMS grader is an exact numerical 
quality index for that can. It ap- 
pears that the numerical grade 
range covers a spread of ten or 
more points in order to make rea- 
sonable allowance for difference of 
opinion among graders. There are 
several instances, for example, 
where an AMS grader has given a 
numerical rating to a can which 
fell within the grade range, and 
then called the can off-grade. One 
such instance was in the case of a 
can of cut green beans, where the 
numerical rating was satisfactory, 
but the grader declared the can to 
be below grade because it was ‘be- 
low standard on account of drained 
weight.” However, the important 
thing to remember is that all of the 
decisions as to grade were made by 
the AMS graders.” 


Two outstanding sources’ of 


found—a chain store organization 
and co-op stores—and as a conse- 
quence the bulk of the purchases 
were made from these’ sources. 
Shoppers purchased 146 of the cans 
in co-op stores and 129 in other 
stores. 

And here’s what happened: 

Of the 275 grade labelled items 
purchased, the Agricultural Mar- 
keting Service found 116 (60.36 per 
cent) to be on grade; 84 (30.55 per 
cent) below grade; and 25 (9.09 per 
cent) above the grade shown on 
the label. 

“It was interesting to note,” the 
BBB says, “that, with 
exception, all cans included in this 
survey had the same or a greater 
net weight than that shown on the 
label. 

“In the light of the above, it 
appears proper to raise the ques- 
tion as to whether grade labeling, 
with a 30.55 per cent degree of 
inaccuracy, as found today, is a 
reliable basis upon which consum- 
ers can depend in making pur- 
chases in the food field. 

Calls for Reappraisal 

“We call attention to the fact 
that many consumer leaders, edu- 
cators, canners and consumer coop- 
eratives maintain that grade label- 


only one! 


| should 
| this situation 

‘advocacy of a 
ing is the only accurate consumer! which, as it now exists, 


AND OTHER SOURCES 
(Identical as to item, grade on label and net weight) 


Co-op Co-op Non Co-op Non Co-op 
PRODUCT GRADE PRICE GRADE PRICE 
IE boc ceva caceeseeer A 10 A 07 
Mme BAUS ... 2... cece: io Se .09 A 07 
Perr rere rere A .09 A 07 
POP ree A 10 A 0614 
re A 08's A 0634 
Golden Bantam Corn.......... A 121% A 08}: 
ee oj eee re ee A 13 A .09 
ree A 09 A .07 
ge ge A 14 A 10 
Grapefruit Juice .............. A 08's A .08 
Spinach (Large Size).......... A 15 A 12% 
Spinach (Large Size).......... A 15 A 12 
Spinach (Large Size).......... A 14 A 13 
Green Beans—Cut ............ _ 08! c 06 14 
EE: 9 sn oudd oak 5 0 A ao OS c 10 & 06 V4 
guide. Such statements must in- | seem to merit such advocacy. 


evitably be construed by consum- 
ers to mean 
labeling. 

“If the conditions set out above 
are typical of grade labeling of 
today, such claims must result in 
an imposition upon the credulity of 
the consumer public. It would 
seem that. intelligent consumer 
leaders, educators and_ others 
acquaint themselves with 
and avoid blanket 
labeling condition 
does not 


ONE OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


Partner New York Orvrice 
Four years, Amherst College 


Three years, Chicago 
Tribune 


Free & Peters since August, 
1982 


Why, sure 
— it's 


H. Preston Perers! 


As our New York 
senility 
radio-station representation ! 


we think, 


more significant, 


partner, Pete 


') one of the oldest men in the entire 


than the age of our associations 


business of 


And that’s a significant fact—but no 
with the 


twenty-six leading radio stations we represent. 


When you come right down to cases, much of the help any represent 


ative can give you agencies and advertisers depends upon how long 


he has served the stations he 


their markets, their people, 


of intimate knowledge cannot be 


represents—-how well he 


and the way they operate. 


And this sort 


acquired overnight. 


IF & P is proud that sixteen of our twenty-six stations have been with 


us sir years or more—that we 


that signed up with us, back in 1932 
and WKBW. . . . But we are 


permanent partnerships have enabled us to bring greater values to 


hundreds of 


advertisers and agencies. 


still represent the first five stations 


WMBD, WGR, 


WHO, WOC, 


still prouder that these virtually 


And that’s the way we shall 


continue to work, in this pioneer group of radio-station represent 


atives. 


\d 


/ 


_Y\> 


NS EREE & Prrtas. 


Pioneer Radio Station 


Simce May, 1932 


Peters is (despite his lack of 


American 


knows them, 


EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW .. . . . BUFFALO 
WOKY ... CINCINNATI 
ee ss we Ks FARGO 
WISH INDIANAPOLIS 
KMBC . . KANSAS CITY 
WAVE . LOUISVILLE 
WTCN. . MINNEAPOLIS. ST. PAUL 
WMBD . PEORIA 
— eae fF 
Oras. ss . SYRACUSE 
-- 1OWA... 

' who... . . . DES MOINES & 
}woc..... . . DAVENPORT 
KMA . . . . . . SHENANDOAH 
.- SOUTHEAST... 
weee ... . CHARLESTON 
wis se es + COLUMBIA 
«eee RALEIGH | 
woB) ROANOKE 
- SOUTHWEST... 
KGKO . FT. WORTH-DALLAS 
KOMA . . OKLAHOMA CITY 
~ ae TULSA 
- PACIFIC COAST.. 
EC . . LOS ANGELES 
KOIN-KALE PORTLAND | 
KROW . OAKLAND-SAN FRANCISCO 
KIRO . . SEATTLE 


INC 


Repventations 


Chicago: 180 N. Michigan 
Franklin 6373 


New York: 247 Park 
Plaza 5-4131 


Detroit: New Center Bldg. 


Trinity 2-8444 Sutter 4353 


San Francises: 111 Sutter Los Angeles: 650 S. 


. Grand Atlanta: $22 Palmer Bldg. | 
Vandike 0369 Main 5667 


'the BBB bulletin 


| 


Rather, 


grade labeling procedure yet to be 
perfected and proved reliable, as 
compared with the conditions exist- 
ing in that field today.” 


Underselling Claims Unjustified 


Turning to the matter of co-op 
vs. non-co-op grades and prices, 


it appears that a clear dis- | 
present-day grade | tinction should be made between a 


method for consumer guidance. 

“We believe that those who lea 
the consumer thinking in this cou; 
try should determine the need 
making a clear distinction betwe: 
grade labeling as found today ar 
grade labeling as it should be. 

“We believe that consumer coo; 
eratives, whose literature impli 
economy in the food field, shou 
qualify their arguments in beh; 
of grade labeling as found in th: 
stores today and should secu 
greater factual data upon which 
base, or eliminate, undersel] 
| claims.” 


Variation by Grades 


An interesting sidelight on 
'matter of reliability of grades 
| provided by Kenneth B. Backn 
‘general manager of the Bos 
Better Business Bureau, who \ 
one of the leaders in develop g 
the survey. 

Tremendous F 
‘accuracy of grade labeling app: ir 
to exist between the differ nt 
grades, he points out. For exa .- 
ple, of the cans purchased wh ch 
were labeled grade A, appro .i- 


differences in 


HOW CANNED APPLE SAUCE 


VARIED FROM GRADE WHE’, 


TESTED BY THE AGRICULTURAL MARKETING SERVICE 


| 
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A 100-90 95 On 20 20% 1 
A 100-90 93 On 20 201% 09 
A 100-90 94 On 20 20% i 
A 100-90 93 On 20 2012 09 
A 100-90 94 On 20 2015 09 
A 100-90 95 On 20 20 le at 
A 100-90 93 On 20 21! 09 
A 100-90 90 On 20 2034 0 
A 100-90 95 On 20 21 08 
A 100-90 92 On 20 21 10 
A 100-90 92 On 20 21 10 
A 100-90 91 On 20 2034 10 
A 100-90 93 On 20 21% 08 
A 100-90 95 On 20 21 07 
A 100-90 91 On 20 2014 07 
A 100-90 96 On 20 20 06! 
A 100-90 86 Below 20 2014 06). 
A 100-90 91 On 20 20 07 
A 100-90 94 On 20 20% 07 
A 100-90 85 Below 20 20 08 
A 100-90 86 Below 20 2044 09 
A 100-90 92 On 20 20 06% 4 
A 100-90 94 On 20 21% 10 
A 100-90 91 On 20 21% 10 
A 100-90 92 On 20 21% 07 
Fancy 100-90 89 Below 20 201% 10 
A 100-90 84 Below 20 21% 09 


points out that 
“underselling claims appearing in 
cooperative literature do not appear 
| to be justified by the facts.’”’ Canned 
|goods purchased in co-ops came 
out slightly better in the AMS tests 
than did non-co-op cans, but still 
the result was none too happy. Of 


| the 146 co-op cans tested, 89 (60.96 


/per cent) 
grade; 39 
'found to be below 


were found 
(26.71 per cent) were 
grade; and 18 
(12.33 per cent) were found to be 
above grade, and as a result of 
these findings the Bureau says: 

“The question arises as to 
whether a 26.71 per cent inac- 
curacy in grade labeled merchan- 
dise bought from cooperative stores 
justifies the contention that grade 
labeling, as found on cooperative 
merchandise, is a reliable form of 
consumer guidance.” 


Reports on 15 Items 


As for the question of price in 
co-op and privately owned stores, 
the report makes an analysis of 
prices of 15 identical items—iden- 
tical as to item, grade on label and 
net weight, and each found by the 
AMS to measure up to the grade 
on the label. These items were 
each purchased in the same city, 
on approximately the same day, in 
both co-op and private stores. Their 
combined price in co-op stores was 
$1.65'2 cents: in private’ stores, 
$1.26'42—a difference of 30.83 per 
cent! Details for each item are 
shown at the top of this page. 

Asserting again that it does not 
condemn grade labeling, the Bu- 


reau winds up its report with these 


conclusions: 
“We feel that this study raises 


ithe question whether grade label- 


to be on} 


mately 39 per cent tested a lower 
grade. However, of the cans labeled 
grade C, approximately 40 per cent 
tested a higher grade, and only 2 
per cent a lower grade. Of the cans 
labeled grade B, approximately 23 
per cent tested a lower grade, and 
approximately 19 per cent a higher 
grade. 


Fleischer Named Editor 


Roy Fleischer, formerly with 
newspapers at Hartford and West 
Hartford, Conn., has _ been p- 
pointed editor of the East Hartford 
Gazette. 
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With Over 52,000. 
Daily Circulation. aes 


Sioux City leads every city in 
the state as a wholesale city. 

Ranks eighth in the stock- 
yards ‘eae In the United 
States. 

1940 it chewed the ae 
percentage of gain in livestock 
receipts in the entire — 
industry. ; 
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ADVERTISING AGE 


Millions Pour Into Philadelphia 
As Defense Program Accelerates 


ONCENTRATE your advertising in 
C those markets which today offer the 
best opportunities. Because Philadel- 
phia industry is pushing production to 
almost fabulous heights, thousands and 
thousands are finding more dollars each 
week in their pay envelopes. Retail 
goods are moving across the counters 


in tremendous volume. Workers with 


better jobs ... new workers with fat 
pay checks ... are buying automobiles, 
refrigerators, radios, furniture and 
greater quantities of staple merchan- 
dise. And all this is just a tune-up for 
what is coming. This terrific stimulus 
to Philadelphia business may suggest 


that you immediately re-examine your 


Philadelphia advertising program. 


Inquirer is FIRST in Philadelphia 


MORE ADVERTISING is placed in The 
Inquirer than in any other Philadelphia 
newspaper. That the best advertisers pre- 
fer The Inquirer is not an accident. The 
best readers prefer The Inquirer, too. 
The Inquirer is edited with full recog- 
nition of its community mission. It is 
first in every activity for the public in- 
terest. It is first in volume of news and 
features. In no one newspaper, any- 


where, can be found so many top-flight 


writers—so many stars of the first mag- 
nitude. In other cities, readers would 
have to subscribe to many newspapers 
to get what, in Philadelphia, The In- 
quirer alone provides. By every stand- 
ard, The Inquirer is a newspaper of 


superlative values. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


Che Philadelphia Angniver 


For 112 Years a Philadelphia Institution 


Don't let anyone tell you that the Philadelphia 
market stops at the municipal boundaries. You 
want city circulation, of course, but is that all you 
want? For example, one of the many busy cities 
in the “ Arsenal of America” is: 


COATESVILLE 


Typical of the many cities and towns closely 
grouped in the Philadelphia Distriet, Coatesville 
is located 38 miles west of Philadelphia. Popula- 
tion: 13,989. Principal industries: Iron and steel 
plates, boilers, castings, washers and elevators. 
The large plant of Lukens Steel Company, lo- 
cated here, is busy turning out bearing caps. 
steel plates and blocks. Defense awards for this 


important company now total $6,464,109. 
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Senate Group to 
Study Problems of 
Small Business Men 


Competition with Large 
Companies Included i 
Agenda 


Washington, D. C., 
thorough study of the 
small business men, 
means of competing 
with large corporations 
by heavy advertising appropria- 
tions, is expected to be initiated by 
a special Senate committee shortly, 
it was disclosed here this week. 

Sen. James E. Murray, Montana 
Democrat, as chairman of the Sen- 
ate Committee to Study Problems 
of American Small Business, re- 
vealed that his group will turn its 
attention to consideration of the 
small business man’s plight in 
bucking big promotion budgets. 

According to Sen. Murray, the | 
study has been requested by many 
small business men who have writ- | 
ten the committee to explain their | 


June 3.—A 
problems of 
including! 
successfully 
buttressed 


| indirect 


| problems for them: 
|of small business men to meet the 
|competition of products backed by 
| immense 
| 2. the widespread practice of cor- 


problems. 
only one aspect of the 
entire committee will ponder the 
problem. The other five problems 
to be investigated will be consid- 
ered by sub-groups or individuals. 
Consider All Media 

The advertising inquiry’ will 
embrace not only big budgets, 
according to Sen. Murray, but also 
problems arising from 
ownership of 
publicity and 


study, the 


media of 


general propaganda 


by corporations engaged primarily | 
than that of the | 
other | 


in business other 
dissemination of news or 
general public information.” 


Letters from small business men, | 


says Sen. Murray, show that big 
budgets and control of media have 
created “three insurmountable 
1. The inability 


advertising expenditures; 


porations who force upon small 
business enterprises the handling 
of their high-pressure advertised 


products without a fair and reason- 
able compensation; 3. the serious | 
problem which small business men 
say they have in their effort to tell 
their story of the economic justi- 
fication of small business enter- 
prises in a democracy.” 

Sen. Murray declared that the 


Although advertising is 


“direct or | 


advertising study, as well as the 
other five, will be made largely 
through questionnaires. Public 
hearings will be held only on spe- 
cial occasions, due to the costs 
| involved and the committee’s lim- 
ited appropriation. He expressed 
his opinion, and what he believed 
to be that of other committee mem- 
bers, that the questionnaire method 
will serve in view of the coopera- 
tion already displayed by small 
business men. 

Issue Four Prints 

If approved by the members, 
four committee prints will be is- 
|}sued in the near future. These 
include a tentative industrial class- 
| ification of 164 types of small busi- 
ness and professional service enter- 
/prises which has been prepared as 
'a basis for a systematic study of 
| the problems of small business; a 
report on the bill which the com- 
|mittee expects to introduce, called 
\“Federal Reports Act of 1941”; a 
small business bibliography includ- 
ing over 1,500 references now 
available in printed form from 
numerous sources; and an analysis 
|of 3,390 problem discussions pre- 
sented to the committee by 2,339 
|small business men up until last 
March 1. 
| The Federal Reports bill seeks to 
coordinate government reporting 
| services; eliminate duplication and 


ONE OF THE MANY REASONS WHY 


Pittsburgh Is A "Must Market...NOW/! 


"The Westinghouse Electric & Manufacturing Company experi- 
enced during the year 1940 the greatest expansion in business in 


its fifty-five years of existence. This 


apparatus. New records were made in volume of incoming orders, 
amount of sales billed, the value of unfilled orders, the number of 
employees at the end of a year, and the total payroll for a year. 


Orders received during 1940 amounted to $400,477,724, com- 
pared with $214,239,044 in 1939, an increase of 87 per cent. 


This compares with the highest 


$240,220,555. Approximately 40 per cent of the 1940 business 
was orders in connection with the national defense program. 


Unfilled orders at December 31, 


compared with $70,821,960 at the 


1939, an increase of 216 per cent. Approxi- 
mately $156,000,000 of unfilled orders is for 


the national defense program.” 


— 


Westinghouse Electric & Manufacturing Co. 


A Recent Shopping Picture in Kaufmann’s, One 
of Pittsburgh's Great Department Stores. 


: ) IS the home of 


Westinghouse and the central point 


increase covered all lines of 


previous year, 1929, of 


are 


1940, were $223,685,737, 
end of 


per 
car 


from which its far-flung nation-wide 
activities are directed. The statement 
from Mr. Robertson is expressive of 
the actual conditions in Pittsburgh to- 
day. Orders and more orders and a 
race against time to insure the De- 
fense Program of the U.S.A. 
Pittsburgh is a “MUST” Market for 
advertisers today because Defense 
Contracts, regardless of where they 


placed, MUST invariably start 


with Pittsburgh-Made products. 
Manufacturing payrolls are 55 per 
cent higher than in 1929 
Pittsburgh people are spending as 
they earn. Retail sales volume is 20 


and 


cent higher than in 1929. New 
sales are the highest in history 


.. 44 per cent above 1929. 
Extra advertising will bring extra 
profitable sales for you in the pros- 
perous Pittsburgh market. . 


. NOW. 


The Pittsburgh Press 


A SCRIPPS-HOWARD NEWSPAPER 


Member of the United Press, of the Audit Bureau of 
Circulations . , 


. And of Media Records, Inc. 


| 


cut costs, and minimize the burdens 
imposed on all business, and espe- 
cially small business, in complying 


|with federal requirements for re- 


ports and information. Sen. Mur- 
ray explained that the bill arose 
out of many complaints from small 
business men over the duplication 
and multiplicity of reports required 
by federal agencies. Remedial 
legislative action of the type pro- 
posed by the committee has met 
with “unanimous agreement upon 
the part of governmental agencies 
and the President,” he said. 

Subjects to be studied in addition 
to advertising are: 

1. Small business 
and banking credit. 

2. Transportation rate discrimi- 
nations. 

3. Trade diversion, 
trade legislation. 

4. The trend of court interpre- 
tations of the Sherman Act. 

5. Educational measures to aid 
small business men to operate more 
efficiently, improve their business 
methods, and get more sales. 


Divide Tasks 


Numbers three and four, con- 
cerning trade diversion and court 
interpretation of the anti-trust law, 
will be studied by Crichton Clarke, 
former counsel to the American 
Fair Trade League, who is now 
legal counsel for the Murray com- 
mittee. Charles Daughters, com- 
mittee clerk, will investigate possi- 
ble educational measures’ which 
Chairman Murray hopes may be- 
come as far-reaching a program as 
government-sponsored farm educa- 


risk capital 


and fair 


tion efforts through the Depart- 
j}ment of Agriculture and various 
state agricultural colleges. Sub- 


committees of three senators each 
will give their attention to the risk 
capital and _ transportation § rate 
problems. 

The full membership of the com- 
mittee includes Senators Francis 
Maloney of Connecticut, Allen J. 
Ellender of Louisiana, James M. 
Mead of New York, Tom Stewart 
of Tennessee, Arthur Capper of 
Kansas and Robert A. Taft of Ohio. 
The committee was authorized Aug. 


been exploratory 
in nature. 


and preliminary 


Grant Drops Theater Suits 
But Fights Valentine 


Grant Advertising, Chicago, has 
dropped its suit against several 


West Coast theaters which have 
agreed to cancel personal appear- 
ances of Lew Valentine, former Dr. 
/I. Q. on the Mars candy show, but 
still has a suit pending against Mr. 
Valentine to enjoin him from capi- 
talizing on the popularity of the 
Mars show. 

Mr. Valentine, who was formerly 
vice-president of the agency, and 
served as Dr. I. Q. on the Mars 


show for several years, is alleged to | 
have been considering a film short | 


offer and to have made several per- 
sonal appearances when the suit 
was instituted. The agency maintains 
that he has no right to the use of 


the Dr. I. Q. show or the Dr. I. Q. | 
Junior show, both of which are 
sponsored weekly by Mars, Inc. 


Yonkers Draftees to Get 


New Free Newspaper 


| The Alexander Smith 


Memorial 
| Foundation, Inc., 


has completed arrangements for 
publishing an eight-page weekly 
newspaper which will be mailed 


free of charge to 
dents serving in the nation’s armed 
forces. These are now estimated at 
1,500 and may later reach 5,000. 

The paper will be a news digest 
of purely local happenings, with 
“personals” and sports events em- 
phasized. No advertising will 
carried and entire cost of the 
weekly, to be named “The Yonkers 
Home News,” will be borne from 
funds supplied by the Alexander 
Smith Memorial Foundation. The 
Foundation is sponsored by the 
| Alexander Smith & Sons Carpet 
Company, Yonkers. 


Oval Wood in Magazines 


| Small space in The American 
| Home, Life and The Saturday Eve- 
ning Post will be used during the | 
summer months by Oval Wood Dish | 
| Corporation, Tupper Lake, N. Y., to 
feature five and ten-cent packages 
of Ritespoons and Riteforks, wooden 
|table ware. Sterling Beeson, Inc., 
| Toledo, is the agency. 


26, 1940, and its previous work has | 


Yonkers, N. Y.,! 


all Yonkers resi- | 


be | 


CHEERI- OATS 


 cheeri Oats =. 


General Mills, Inc., adopts the one-cent 
sale technique in this full-page news. 
paper advertisement, introducing _ its 
ready-to-eat Cheeri-Oats in the mount- 
ing battle between major cereal manu 
facturers over the ready-to-serve oats 


field. 


Safeway Invades 
New York Market: 
Buys Reeves Chain 


New York, June 5.—Safewa 
Stores, Inc., giant West Coast foo 
chain, this week completed plar 
for entry into the New York Cit 
marketing area through a merge 
with Daniel Reeves, Inc., 500-stor 
chain operating in this area, and 
thus confirmed speculation over th: 
chain’s eastward expansion plan 
which has been rife since early thi 
year, when the Safeway name firs! 
| appeared in Virginia, Maryland an 
Washington, D. C., over the 275 
stores of the Sanitary chain (Ap 
VERTISING AGE, Feb. 24). 

Safeway had owned the Sanitary 
chain for some time, but the sud- 
den change in name of the stores 
early this year indicated plans fo1 
integration and eastward expansion 
which are now borne out by the 
purchase of the Reeves chain. 

Safeway is the dominant food 
-and grocery chain in the West, 
| covering the Pacific Coast like the 
| proverbial blanket, and with good 
| representation in the more wester]y 
| Midwest states and the South At- 
lantic states. The name has neve! 
heretofore been used in the indus- 
trial centers of the Northeast. Safe- 
way had 2,521 stores at last report 

-to which now must be added the 
500 Daniel Reeves outlets—and in 
1940 did a business of $391,000,000 

Food circles buzzed over the 
| possible effects of this “invasion 
lof the Eastern seaboard by th: 
Western chain. While such mam 
moth enterprises as A. & P. and 
Kroger have been in competition 
with Safeway in a few areas, ne 
ther of the latter has been an im- 
portant factor on the West Coast! 
where Safeway has had practical! 
no competition from national chai: 
organizations. 


In the fos Angeles» _ area- 
7,910,000 people ride street 
cars ~~ and buses. . 
every week~ |" 62% ride 
5 days _ ».a week-~~ 
16% ride 3 or 4 or days 
a week ~~ 22%~~ 1,740,200 
ride occasionally ~~~ 
in other words you not only 
get potential repeat | 
impressions but xew potentia! 
impressions _ every | day i in 

the month 

For emealian details = 
and rates, write 


MAYNARD Boyce Inc 


Thamspostaion 
LOS ANGELES 


650 Chamber of Commerce Bidg 
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ADVERTISING AGE 


PT GETS 


“WALLFLOWERS” 


INTO 


THIS 


———— ee 


If there’s one place where a magazine 
advertiser needs “preferred position”, 
it’s in the dealer’s store. 

And if there’s one thing that makes 
the dealer feel like giving it to him, 
its the “Sth Color In Magazine Ad- 
vertising”’. 

This “Sth color” is Local Color. Its 
the extra sales feature in THIS WEEK 
MAGAZINE that answers the retailer’s 
question: “How will your national 
campaign go over in my neighbor- 
hood” ? 


One look at THIS WEEK, and the 


dealer has the answer. He sees more 


than a leading national magazine 
here. He sees the local sales power 


of his own advertising medium —the 
Sunday newspaper that rings his cash 
register week after week. 

This rare combination gives you 
a magazine that not only sells the 
dealers—but sells the right dealers. 

It concentrates THIS WEEK’s 6 
million copies in the 24 Key Markets 
that do the lion’s share of America’s 
business. And it covers these volume 
markets as thoroughly as the next 
4 weeklies, or the top 4 women’s 


magazines, combined. 


WEEK 


SELLS THE KEY NIARKEITS 
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Schenley Quotes 
Grain Experts in 


Old Quaker Copy 


New York, June 4.—Apparently 
taking a cue from cigaret copy 
Schenley Distillers Corporation 
this week launched newspaper 
campaign featuring the testimony 
of independent grain experts for 
Old Quaker whisky. First copy in 
a few cities will be extended to 400 
newspapers throughout the coun- 
try. 

Calling to mind the § familiar 
campaign for Lucky Strike cigar- 
ets, copy is built around individual 
members of the Chicago Board of 
Trade who inspect and certify the 
“top-of-the-crop” rye, barley and 
corn used in Old Quaker. One 
member is described as an “inde- 
pendent grain expert for 22 years.” 

The bulk of the newspaper copy, 
to break June 12, will be preceded 
by a double-page spread in the 
June 9 issue of Life, marking the 
first appearance of Qld Quaker in 
magazines in several years. In 
picture magazine editorial style, 
John B. Kennedy, news commenta- 


CALLS IN EXPERTS 


we” ne ~~ > 
NOW. taste the Soecia/ Reserve Quality 
of richer, finer OLD QUAKER! 
- —_ oy a ee 


ee 


ee A hans ee 
eens cee =e Nee Remerme etter cae tery eter 


Old Quaker 


Wrerval Keseroe Vrargh! Wihuhey rain 


fee COMEST @OrSEEY fe att owe mistenr | 


[batt = Je 


Reminiscent of cigaret advertising, this 

newspaper copy for Schenley Distillers’ 

Old Quaker whisky summons indepen- 

dent grain experts to testify to the 

goodness of rye, barley and corn used 
in the product. 


tor, serves as a reporter to tell the 
step-by-step production of Old 
Quaker as seen in a visit to the 
plant. 

Newspaper copy will range from 
200 to 750 lines in weekly inser- 
tions. Business papers and point- 
of-sale promotion will supplement 
the consumer campaign. Weiss & 
Geller is the agency. 


“Peaks of Progress” 
Windows Feature Birthday 


In conjunction with observance | 
of its 70th anniversary, Kaufmann’s 
Department Store, Pittsburgh, is 
displaying its sixth annual “Peaks 
of Progress” exhibition in its win-| 
dows. 

Chosen by a committee of promi- | 
nent local citizens, the subjects of | 
the nine windows, listed in the 
chosen order of their importance, 
are: America Meets a World Crisis; 
New Methods of Blood Transfu- 
sions; Synthetic Rubber; Wage and 
Hour Legislation; Vitamin K; Crop 
Improvements; Frequency Modula- 
tion; Fine Arts for Americans; and 
Grand Coulee Dam. 


A. R. Stevens Takes 
Sheffield Promotion Post 


A. R. Stevens, for the past five | 
years advertising manager of Rieck- 
McJunkin Dairy Company, Pitts- 
burgh, a unit of National Dairy 
Products Company, has been named 
sales promotion manager of Shef- 
field Farms Company, New York, 
also a National Dairy Products unit. | 

Mr. Stevens’ duties will include 
advertising and publicity. 


Woltering Advanced 


A. J. Woltering has been elected 
president of the Trailer Company of 
America, Cincinnati. He was for- 
merly executive vice-president and 
vice-president in charge of sales. 


Stops readers 


| 
| 
| 
| 


| 
| 


with compelling editorial content | 


800,000-plus nation-wide circulation... 


concentrated in New York, the world’s biggest market, 


where bigger sales opportunities demand more 


intensive coverage * * * unique split-run facilities 


for copy testing * * * low comparative cost 


* * « get the facts today 


The New York Times Magazine 


| carries 
| than heretofore. 


Illustrations, 
Layout Changed 
by ‘True Story’ 


New York, June 4.—Large-size 
newspaper ads and one-minute 
announcements on radio stations in 
29 key markets this week heralded 
changes in the physical appearance 
of True Story, effective with the 
July issue now on the newsstands. 
The campaign calls for 1,000-line 


insertions in 31 newspapers every 


month and announcements over 25 
radio stations. Arthur Kudner is 
the agency. 

Changes in the magazine are 
confined to layout and illustration 
and involve no alteration of True 
Story’s basic editorial formula, 


j}according to William Jourdan Rapp, 


editor. 
The front cover of the July issue 
fewer editorial 


tration the familiar True Story 
slogan, “Truth Is Stranger Than 
Fiction,” has been removed. Next 
month the word “magazine” will 
also disappear from its accustomed 
spot beneath the publication’s title. 

Inside the magazine drawn illus- 
trations have supplanted many of 
the photographic illustrations here- 
tofore used exclusively. Photo- 
graphs will continue, however, to 
occupy a place in the True Story 
setup. More liberal use of color is 
another improvement and to pro- 
vide greater legibility text matter 
is now set on a wider slug. 


Renewal Figures 
Disclosed in New 
ABC Statements 


New York, June 4.—Distribution 
of new ABC statements for Time, 
Life and Fortune this week dis- 
closed an innovation in magazine 
circulation data with inclusion of 
the subscription renewal percent- 
age for each publication. 

Pointing out that the additional 
information involved aé_ cost of 
$20,000 plus an intricate bookkeep- 
ing job, Howard Black, vice-presi- 
dent of Time, Inc., characterized 
the data as offering “a_ tangible 
fact, never before available, in 
judging any magazine’s value to an 
advertiser; a direct index of the 
interest with which a magazine is 
read by its subscribers after they 
have bought it.” 

The new ABC report shows the 
renewal figures as follows: Life, 
76.66 per cent; Time, 62.75 per 
cent; and Fortune, 67.21 per cent. 
Mr. Black explained that the fig- 
ures cover both regular and trial 
subscriptions. Between 30 and 40 
per cent of trial subscribers become 
full-fledged subscribers, he said. 

Setting aside the trial subscrip- 
tions, Mr. 


Life and 73.60 per cent for Time. 


Tide Water Buys Defense 
Stamps for Employes 


Tide Water Associated Oil Com-| 


pany, New York, has purchased 
10,019 United States defense stamps 
of $1 each and will present one 
to every employe, together with a 
postal savings album. 

It is hoped that this initial stim- 
ulus will result in the raising of 
$1,000,000 among Tide Water em- 
ployes for national defense. The 
company itself has bought the full 
legal limit of defense bonds allowed 
to a corporation in any one year. 


Eastman, Scott Named 


Carter Bros., Inc., Chattanooga, 


Tenn., manufacturer of tufted bed- | 


spreads and bathmats, has ap- 
pointed Eastman, Scott & Co., 
Atlanta, as its agency. 


Issues FM Rate Card 
Station WT7INY, New York, 
WOR'’s frequency modulation outlet, 
has issued the first FM rate card 
in the New York area. The station 
has been commercial since April 1. 


“blurbs” | 
In order to allow | 
greater display to the cover illus- | 


Black set the renewal | 
rate of regular subscribers to the 
two weeklies as 80.66 per cent for | 


NEW SLOGAN 


Now Dollars, too, can Enlist 


THE CHASE NATIONAL BANK 


| One of the country's largest—and most 
| conservative — financial institutions con- 
cocted a special slogan, ‘Now Dollars, 
too, can Enlist’ to use in six-column copy 
| in six New York newspapers. Albert 
| Frank-Guenther Law, Inc., is the agency. 


Adam Straws to 
Feature South 
American Style 


New York, June 3.—With th: 
theme “Styled in the South Ame: 
ican Way” repeated in newspape: 
and radio advertising and on win 
dow posters, display cards, fashio: 
| booklets and mailing § cards, 
two-continent campaign has bee: 
launched on behalf of Adam straw 
| hats. 

For the most part, the braids and 
weaves used in manufacturing the 
new summer straws come _ from 
Central and South American coun- 
tries, where outlets for Adam hats 
have already been established. The 
campaign is to tie in with current 
efforts to create greater amity 
among all Americans. 

- Color gravure’ advertisements 
featuring straws, sailors and pan- 
;}amas are to be carried in Sunday 
editions of newspapers in key cities 
throughout the country and _ the 
theme will be repeated over the 
Adam Hats sports parade over a 
coast-to-coast NBC Blue network 
Glicksman Advertising Company 
New York, handles the account. 


Three Named Directors 

Klau-Van Pietersom-Dunlap As 
sociates, Milwaukee, has announced 
the election to its board of directo: 
of three staff members: Alan R 
McGinnis, Howard M. Landgrat 
and Roger C. Loew. 


Are you ever confused about 
your advertising? Do you 
ever wonder what it is that 
“advertising men” sell to you? 
Did it ever occur to you that 
you asked for advertising? 
Are you holding tight to the 
track? Are you getting ad- 
vertising? Are you creating 
positive opinions, preferences 
for what you sell with the 
money you spend? Are you 
selling? Or. is your advertis- 
ing just lovely? or is it just 
lavout? or is it just art gal- 
lery? or is it sort of mute? 
or does it lean on merchan- 
dising and what's that? If 
COPY . what you say and 
the way you say it... if 
that isn't the most important 
thing in your advertising-sell- 
ing .. . then what is? 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 
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ADVERTISING AGE 


Start Anti-Trust 
Suit Against 3 
Tobacco Firms 


Lexington, Ky., June 5.—The de- 
{ense scored a major victory in 
yurt here this week as the federal 
covernment began trial of the “Big 
Three” tobacco companies, five sub- 
< diaries, and 20 of their executives 
1 charges of conspiring to create 
monopoly. 

Selection of the jurors was started 
onday, but was slowed down 
hen defense attorneys won a rul- 
g from Federal Judge H. Church 
rd that tobacco planters should 
excused as prospective jurors be- 
use of their interest in the out- 
me of the case. He pointed out 
it the companies were accused by 


—s 


\ 
i 
F 
I 
C 
ci 
t} 

the government of practices unfair 
to planters, and that they should not 
I 


» tried by the men they were 
charged with trying to defraud by 
monopoly methods. In this center 
of the tobacco-growing industry 
most of the jury panel, of course, 
had direct or indirect interests in- 
volved in the controversy. Judge 
Ford’s decision quickly exhausted 
the original panel of 116 members 
and it was necessary to summon 
160 additional talesmen. 


~ 


Defendants in the current trial 
are the American Tobacco Com- 
pany, Liggett & Myers Tobacco 


Company, and R. J. Reynolds To- 
bacco Company, their five subsidi- 
aries and 20 executives. Five of the 
eight defendants in the anti-trust 
suit, along with their 21 subsidiaries 
and 12 of their executives, withdrew 
their defense and agreed to accept 
whatever verdict is reached in the 
present case. 

Ten jurors had been accepted by 
the government when court ad- 
journed today, subject only to use 
of the three peremptory challenges 
which the defense may use. Two 
more jurors and two alternates will 
be chosen. Since the trial is ex- 
pected te continue from four to six 

s, the alternates will hear the 
evidence to prevent a mistrial in 
case any of the regular jurors is 
indisposed. 


“Journal-Transcript” 
Carries Oaties Copy 


Initial consumer advertising of 
Quaker Oaties, new ready-to-eat 
oat cereal of the Quaker Oats Com- 
pany, which is currently running 
in Peoria, Ill., is running in the 
Peoria Journal-Transcript as well 
as the Peoria Star. 
Incomplete information about 

campaign which was supplied 
to ADVERTISING AGE last week gave 
the impression that the Peoria copy 
Was running only in the Star. 


the 


Kawaller Joins Fashion 

Seymour I. Kawaller has joined 
Fashion Advertising Company, New 
York, as director of retail merchan- 
dising. He was formerly advertising 
manager of Rogers department 
store, Bronx, N. Y. 


for 


INTENSIVE 
COVERAGE 


of the 


SOUTH’S 7th CITY 


among the 100,000 or 
more group for per capita 


effective buying income 


KTBS 


SHREVEPORT 


LOUISIANA 
1000 WATTS - NBC 
ThE BRANHAM CO. — REPRESENTATIVES 


| 


“Post” Names Getlin 

Natt S. Get- 
lin has been ap- 
| pointed advertis- 
ing manager of 
the New York 
Post. 

He was for- 
merly local 
advertising man- 
ager and pre- 
|viously classified 
manager of the 
New York news- 
paper. 


KFIZ Boosts Power 


| Station KFIZ, Fond du Lac, Wis., 

| has been granted permission by the 
| FCC to increase its power from 100 
to 250 watts, day and night. 


Awards Presented 
at Convention of 
Agency Network 


Chicago, June 3.—Awards in 18 
different classifications were made 
in conjunction with the 10th annual 
convention of the National Adver- 
tising Agency Network, held here 
last week-end. 

Judges named these first place 


winners: best presentation to sell 
agency service, Hoffman and York; 
sales manual, Roy Elliott Company, 
for Norwood Engineering Company; 


data unit, Ralph Dalton & Asso- 
ciates, for Hobart Mfg. Company; 


research or market analysis, Henry 
J. Kaufman, Advertising, for Ve- 


neer Basket Council; and the same 
agency was credited with the best 
network radio program, No Politics; 
local radio program, Harold Rhodes; 
and most effective use of spot an- 
nouncements, for Washington Met- 
ropolitan Hudson Dealers 

Best direct mail campaign, Purse 
Company, for Dixie 
Company; business 


G. E. Ullman 


Mercerizing 
paper, Roland 
Organization, for 
Manhattan Rubber Mfg. Company; 
general magazine, Hoffman and 
York, for House of Crosby Square; 
newspaper, Carl Liggett, Advertis- 
ing, for Butler County National 
Bank: PLDX campaign, Ralph Dal- 
ton & Associates, for Fotolith; most 
effective use of art and illustration, 
Hoffman and York, for A. F. Gal- 
lum & Sons; photography, Purse 


Company, for Baylor School; car 
ecard, Kremer & Howard, Inc., for 
Forest Hill Dairy; outdoor, Carr 
Liggett, Advertising, for Climax 
Cleaner Company; sales promotion, 
John Gilbert Craig, Advertising, for 
Joseph Bancroft & Sons; and best 
integrated merchandising and ad- 
vertising campaign, Roland G. E. 
Ullman Organization, for Philadel- 
phia Carpet Company. 


To “Hardware Retailer” 

Werner Hauptli, former New 
York trade publication advertising 
representative, has joined the staff 
of Hardware Retailer, as advertis- 
ing representative in charge of the 
New York office. He replaces Victor 
N. Raiser, who has joined O. S. 
Tyson & Co., New York. 


THE GOODWILL STATION 


Dire 


THE FRIENDLY STATION 


BASIC STATIONS - - - COLUMBIA BROADCASTING SYSTEM ~~~ G. A. RICHARDS, PRES. - ~~ EOWARD PETRY & CO., INC., 


Gene Autry ts featured tn “Melody 
Ranch: sponsored by Wrigley's, a regular 
Sunday feature over WIR and WGAR 


~ 


mai! ee 


A GREAI FAIR 


THE GREAT STATIONS 
OF THE GREAT LAKES 


- 


Gene Autry and Champion, a great pair 
of performers, bring again the thrills of 
the Old West * And bringing record- 
breaking sales for advertisers today in 
the “new” Midwest...where stepped-up 
activity and defense production have 
created a super-prosperous market...are 
the pair of radio stations which blanket 


this, the heart of Industrial America. 


NATIONAL REPRESENTATIVE 
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ADVERTISING AGE 


June 9, 1941 


NBC Starts to 
Sign Series of 
Boxing Matches 


New York, June 5.—With the 
final disposition of the Madison 
Square Garden fight broadcasts still 
undecided, National Broadcasting 
Company moved rapidly this week | 
to sign up a series of important 
bouts throughout the country. First | 
broadcast the Lou Nova-Jim 
Robinson heavyweight fight in Min- 
neapolis this week, sponsored by | 
Adam Hat Stores, Inc., over 138) 
stations of the Blue network. 

Coming later in the weekly | 
schedule of fights from major cities | 
will be the Bob Pastor-Buddy Scott | 
bout June 16 from Washington with | 
follow-up bouts from Birmingham 
and Philadelphia under sponsorship | 
of Adam 

NBC is also negotiating with in- 
dependent promoters in other cities 
and with Adam hats in considering 
the offer by Jimmy Johnson, pro- 
moter of bouts in the New York 
Coliseum, of a weekly fight ranking 
ae in importance with the Madison 


is 


hats. 


Square Garden bouts. Mutual 
Broadcasting System, Gillette Safety 
Razor Company and Twentieth Cen- 
tury Sporting Club are defendants 
in a suit brought by NBC charging 
that its agreement with the boxing 
club on exclusive’ broadcasting 
rights to the Madison Square fights 


| was violated by a subsequent agree- 


ment with Mutual and Gillette. 


“Esquire” Officials 
File Demurrer 

A demurrer has been filed by offi- 
cials of Esquire and their associates 
to the indictment by a Chicago fed- 
eral grand jury charging a conspir- 
acy to violate the Securities and 
Exchange Act by manipulation of 
the Esquire-Coronet Company. As 
a result of this action it is expected 


|a delay will be granted by Federal 


Judge John P. Barnes when the 
case comes up for arraignment and 
plea June 9. 


Business Papers 


Continue Gains 


Named in the indictment are 
David A. Smart, publisher; his} 
brother, Alfred Smart; Alfred R. 
Pastel, advertising manager, and 
eight others including six stock 
brokers. 
| Byrnes Company Moves 


‘Lindquist to Reynolds 


in Advertising 


Chicago, June 5.—Continued ad- 
vertising gains are reported for 
May by 112 business papers, ac- 
cording to the monthly compilation 
of Industrial Marketing. The 
month’s report shows a 10.92 per 
cent gain over the month a year 
ago and an 11.18 per cent increase 
for the first five months of the year 
compared with the same period a 
year ago. 

Eighty-two industrial publica- 
tions show a 12.97 per cent gain for 
the month and a 13.2 per cent gain 
for the five-month period. In the 
trade group 19 papers carried 1.64 
per cent more business for May 
and 2.92 per cent more business 
for the five-month period. 

A 6.99 per cent increase was re- 
ported for May for 11 publications 
in the class group with a 7.54 per 


‘cent gain for the five-month period. 


R. J. Lindquist, formerly 


Byrnes Lithographing Company, | auditor of the RFC, Washington, 


Chicago, has moved from 69 W. 
Washington street, to its new ad- 
dress at 608 S. Dearborn street. 


D. C., has been elected vice-presi- 
dent and a director of Reynolds 
Metals Company, Richmond, Va. 


“Our 1940 Payrolls Were Almost 


$4,500,000 Higher Than in 1939” 


Says 


Bi! ican Plate Glass Industry and 
established here before the turn 


ing out tens of millions of square feet of Plate Glass used 


annually throughout the world. 


“Pittsburgh is the headquarters of the Pittsburgh Plate 
Glass Company, which employs thousands of persons within 
a close radius of the City. During 1940, sales, payrolls, and 
employment of the Pittsburgh PI: 
the highest level in the history of the Company. Still fur- 


R. L. CLAUSE, Pres. 


PITTSBURGH PLATE 
GLASS COMPANY 


“The Pittsburgh District is the birthplace of the Amer- 


the factories which were 
of the Century are turn- 


PAYROLLS in PITTSBURGH 


Are Now 


10 MILLION DOLLARS 


ate Glass Company reached 


ther gains have been made during the first half of 1941. 


“During 1940 the Company 


A MONTH HIGHER 


Than the Average 
Month in 1929 


GO AFTER THIS EXTRA 


paid an aggregate of $30,- 


635,000 in wages and salaries, compared with $26,137,000 
in 1939. A sizeable portion of this sum was paid directly 
to employes in the Pittsburgh district.” 


POTENTIAL WITH EXTRA 


ADVERTISING! 


Your Budge, 


Op 


REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


|learned here yesterday. 


chief 


Urge Nationwide | 
Daylight Time | 


Washington, D. C., June 5. — The | 
broadcaster’s dream — nation-wide | 
year-round daylight saving time— | 
may come true very shortly, it was | 
The Office | 
of Production Management is ex- | 
pected to recommend to Congress 
within a few days that daylight | 
time be made national for the | 
duration of the emergency, in order 
to build up surpluses of electric 
power for defense production. 

Rep. Donald H. McLean, New 
Jersey Republican, introduced a 
bill several months ago to put the 
entire nation on daylight time for 


the summer months. The bill has 
languished in committee, but sev- | 
eral Administration leaders have 


spoken in favor of such a measure 
|for defense purposes in recent 
weeks, among them Secretary of 
the Interior Harold L. Ickes. 
OPM has been urged by Gov. 
|Frank Dixon of Alabama to throw | 
| its support behind the daylight 
|plan. He pointed out that adop- 
tion of fast time would be of par- 
ticular benefit to the South at this 
'time. In addition to the extraordi- 


jnary drain on power resources by | 


defense plants, the supply has been 
|}reduced by a serious drought. 


See Approval 


Although opposition is bound to 
develop to any move in Congress 
to make daylight time national, it 
is believed that such a_ proposal 
would’ gain swift approval if 
strongly supported by Administra- 
tion leaders as a necessary defense 
measure. Farm groups have always 


opposed the daylight plan, but may | 
be expected to concur if convinced | 


its adoption is needed for defense. 
Broadcasters, whose schedules 


PERFECT FIGURE 


AVALABM ON EASY TERMS 
You li save the cont of you Singer Form 
7 the fou! tow drevses you mabe 


SINGER SEWING MACHINE CO. 
72 NORTH PEARL STREET 
235 CENTRAL AVENUE 


— 


An innovation in the dressmaking field 
is introduced by Singer Sewing Machine 
Company with this newspaper copy in 
Albany, N. Y., announcing a "Singer 
Form'’ molded directly to the figure. 
Once made it replaces the conventiona! 
dressmaker's dummy with an exact dupli- 
cate of the individual figure. 


are se fice vearly cause | 
ire upset pry yearly because | Cgq]] Off Plans for 


some cities areas move their 
clocks ahead in the late spring 
and back again in the late fall, 


have been advocating national day- 


| 
| 


1941 Washer-Ironer Week 


Due to the crush of national de- 
fense projects, the executive com- 


light time for years, but with little | mittee of the American Washer and 


success. 

Rep. McLean, in a house speech 
this afternoon, said he hoped that 
Secretary Ickes’ endorsement of 
national daylight saving time will 
bring quick congressional approval 
of the McLean bill. He said that 
his bill has “received no attention” 
from the House interstate com- 
merce committee but that it has re- 
cently been referred to OPM, War, 
Navy and other departments for 
report. 


Council Elects Officers 
G. M. Fletcher, advertising man- 
ager, Stanley Works, New Britain, 


Ironer Manufacturers’ Association 
has tabled plans for the 1941 ob- 


|servance of National Washer-Ironer 


| 
| 


| 
| 
| 
} 


jsaving of ten 


Conn., was elected president of the | 


Industrial Advertising and Market- 
ing Council, Western New England 
chapter of the NIAA, at the group’s 
last regular meeting of the season 
at Hartford. Other officers elected 
were H. E. Merrill, General Elec- 
trict Company, Bridgeport, first 
vice-president; G. P. Lonergan, The 
Bristol Company, Waterbury, sec- 
ond vice-president; and E. N. Bid- 
well, Whitney Chain & Mfg. 
Hartford, secretary-treasurer. C. W. 
Bostrom, Jr., Edwards & Co., Nor- 


walk, and Fred C. Emerson, Spar- | 


tan Saw Works, Inc., Springfield, 
Mass., were named directors for 
two-vear terms. 


Names A. W. Lewin 

The city of Linden, N. J., has ap- 
pointed A. W. Lewin Company, 
Newark, to direct a campaign pub- 
licizing the city’s industrial and resi- 
dential opportunities. Insertions are 
scheduled for Business Week, For- 
tune, New York Times and Wall 
Street Journal. 


Post-War Saving Theme 
“Save a part of your present 
earnings for the unknown future” 
is the theme of an extensive cam- 
paign by the Wayne County Fed- 
eral Savings and Loan Association 
of Detroit. C. E. Rickerd Advertis- 
ing Agency handles the account. 


Flashlight Co. to Grey 


The Flashlight Company of Amer- 
ica, Jersey City, N. J., has appoint- 
ed the Grey Advertising Agency, 


New York, to handle magazine ad- 
vertising. 


Co., | 


Week Oct. 18-25. Joseph R. Boh- 
nen, secretary, said members agreed 
that it would be more advisable to 
devote the time and effort this yé 
to the national cause. 


Scrip Saves Tax 


A group of Philadelphia subur- 
ban theaters, using the theme, “Let 
the Theater Bear Your Share of 
the National Defense Tax,” 
soring the sale of scrip books ad- 
mitting patrons to its theaters at a 
per cent or mort 
enough to offset recent taxes im- 
posed on theater admissions. 
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Two typesetting Tichys hold forth in the 
Buckley-Dement Composing Room. Sta 
ley, pictured above, is foreman. Brothe! 


Otto is a crack Linotype operator. Sta 
is famous for his bone-crushing hanc 
shake and ability to keep customer 
complicated composition correct. He |ikes 


fishing, photography and gardening. wit 
beer on the side. Asked to perform some 
miracle of typesetting speed, Stan cusses 
elaborately, declares it can't be done @ 
all then does it in less than the e& 
pected time! ‘ ~ 

Linotype. monotype and hand composi 
tion facilities are part of our complete 
printing service. We have large and 
small presses for offset and letterpress 
reproduction originating in our plan! 
coming from outside. We likewise opé* 
ate one of the largest imprinting service* 
in existence. Call Monroe 6100 for fi9 
ures. Buckley, Dement & Company. | 30 
Jackson Boulevard, Chicago. 
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June 9, 1941 


ADVERTISING AGE 


Sales of Broadcast 
Time Soar fo New 
digh During 1940 


FCC Reports Year's To- 
tal at $154,823,787 for 


tions which went on the air for the 
first time during the last year fared 
none too well. As a group, their 
aggregate loss was $37,648, although 
35 operated at a profit and 27 ata 
loss. All told, 187 stations operated 
at a loss, and 61 of that number 
have lost money every year since 
1937. Forty less outlets operated at 
a loss in i940 than in 1939, when 
losers numbered 227. 


Approve Cheese Label 
Wisconsin cheesemakers have 
voted in favor of “Wisconsin Junior 


Brand” as the name to be applied 
to second-grade Wisconsin Ameri- 
can cheese instead of the present 
“Wisconsin No. 2.” Some cheese- 
makers contended that the No. 2 
grading interfered with sales. 


Originally, the organized American 
cheese industry had demanded a 
change to “Standard,” but state 
agriculture department leaders op- 
posed this move. 


Announce Shulton 
Shaving Creams 
in Summer Drive 


New York, June 3. 


With open- 
Ing insertions promoting new 
shaving creams, Shulton, Inc., will 


launch its annual summer campaign 
June 17 for Early American Old 
Spice and Friendship’s Garden 


motion is also scheduled for taleum 
and toilet water for women in the 
Old Spice line. The summer cam- 


paign follows a special Father's Day 
promotion, launched this week in 
newspapers in 185 cities for the Old 
Spice line. Insertions of 240 
are being used 

The campaign, to con- 
tinue through August, supplements 
Shulton’s national 
19 magazines 


lines 
seasonal 


advertising in 
Wesley Associates is 


toilet goods lines. Ninety-line copy 
will appear weekly in 204 news- 
papers in 184 cities throughout the 


the agency 

Bruce Moran and Clayton Webb 
have set up a business consultant 
organization in Atlanta, Ga., at 85 


Nets, Stations 


Donaldson Advanced Shoe Account to Cahall 


. P . : country, comprising one of the 
Washington, D. C., June 3.—Sales Poplar street. The new company, W. R. Donaldson, formerly assist- largest campaigns ever conducted Curtis - Stephens - Embry, Read- 
P , . . al eat. © cllatl. ' . : 1 
broadcast time reached a new Moran & Webb, will counsel man- ant manager of the research de- by the company ing, Pa., shoe manufacturer, has ap- 
gh of $154,823,787 in 1940—19 per agement in fields of product an- partment, Ward Wheelock Com- ~ Se 


pointed Cahall Advertising Agency, 
Philadelphia, to handle its promo- 
tion. Russell McCormick is account 
executive 


In addition to the new creams for 
lather and brushless shaving in the 
Old Spice line, 


cent above the previous year’s total 
according to annual financial data 
st released by the Federal Com- 
munications Commission. The figure 
limited to revenue from time 
sles, as reported by three national 
and five regional networks and 765 
individual stations. 
In addition, radio’s coffers were 
gmented by $13,181,948 received 


alysis, sales planning, employe and pany, New York, has been promoted 
customer relations, sales promotion to manager, succeeding C. : 


and advertising. Pooler, resigned men's heavy pro- 


from the sale of talent and other 
services. With this total added, 
and after deduction of the indus- 


iry’s increased expenses in 1940 of 
nearly 14 million dollars, operating 
profit of the whole field increased 
by more than 9 millions over 1939, 
or about 39 per cent. 


Combined time sales of the Na- 


tional Broadcasting Company, Co- 
tumbia Broadcasting System and 
Mutual Broadcasting System were 
up about 15 per cent to $71,919,428. 
Their payments to. stations and 
regional networks totaled $22,123,- 


760, as compared with 


previous year. 


$18,023,195 


j 
, Income Taxes Boosted 
; Operating profit of the three na- 
| tional chains was $13,705,043, which 
| includes profits from operating their 
own stations as well as income from 
network business. The total oper- 
-_ ating profit of NBC, CBS and MBS 
constituted 41 per cent of all-in- 
dustry profit. In 1939, national 
; networks accounted for 46 per cent 
e- of the total. The national networks 
n- paid $2,500,000 more in federal in- 
nd come taxes in 1940 than in 1939. 
on Through operation of its two net- 
b- and its own stations, NBC 
, ; ed $37,137,823 in network time 
ed es, from which a net profit of 
to $3,918,772 was earned. CBS's rev- 
enue total was smaller, $31,137,823, 
but its profit greater, $5,006,634. 
The MBS share amounted to 
$3,600,161, but it had a loss of 
$39,712. 
- Non-network revenue’ increased 
pe heavily in 1940, the report shows 
eae Time sold to local and national ad- 
d- vertisers by the 765 stations totaled 
ta $81,807,236. This represented an in- 


crease of 20 per cent, or $14,109,409, 
the 1939 figure. Broadcast in- 
come of 734 stations not operated by 


Wie ove 


BEFORE that copy is written—-or the layout approved—-remember 


— or for the networks reached $19,- : 
93600—hhalf aesin as much ts in PAPER IS THE BASE OF THE JOB. If you want a paper with a smooth 
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a sh : ed poole pot nanyag AR pec surface, free from glare and with good folding qualities; excellent half- 
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avert wd ery” ae os poagnne~ tone reproduction—-and genuine economy specify CHAMPLAIN Eng- 
€ ertisers ) £26 er cent, as we 
as a 21 per cent gain in payments lish Finish, and, be sure to 
from networks. 


The report shows that the 62 sta- 


WRITE TODAY for your 
copy of a very convincing 
° demonstration of the excel 
Measure this - lent printing results ob- 
tained on CHAMPLAIN Eng 
MARKET lish Finish. Ask for the 
broadside: MADE TO 
4 MEASURE. 
>, YOU NEED IT/; @% 
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a the h <= INTERNATIONAL PAPER COMPANY 
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ADVERTISING AGE 


June 9, 1941 


Avoid ‘ik Shi? 
Copy Spree, Slack — 
Advises NRDGA 


Defense Effort Tinges 


All Phases of Retailers’ 
Discussions 


Chicago, June 5.—"On the face 
of most of the indications at present 
it seems that in many of our stores 
the advertising budget will prob- 
ably increase as sales volume in-| 
creases,’ Kermit T. Slack, advertis- 
ing manager, Ball Stores, Muncie, 
Ind., told the sales promotion di- 
vision of the National Retail Dry 
Goods Association at its mid-year 
convention this week. Like many 
others, Mr. Slack keyed his talk} 
to the national defense program and | 
suggested procedures resulting from 
it. 

“If that turns out to be the case,” | 
he continued, “then there are three | 
very definite dangers to retail ad-| 
vertising that we should all do our | 
best to avoid. 

“The first of these dangers and| 


perhaps the least likely to consti- 
tute a serious threat is the throttling 
and choking off of constructive 
advertising activity by shortsighted 
management who may feel that 
business is coming so easily that 
there is less need for its cultivation 
through advertising. 


Institutional Copy 


“The second and much more 
probable danger in this hypothetical 
period of stimulated sales is the in- 
dulgence on the part of retail ad- 
vertising in a ‘silk shirt’ era of 
extravagance with plenty of adver- 
tising money to outdo itself in a 
spread eagle fanfare of pointless 
and space wasting ‘institutional’ ad- 
vertising. 

“The third and very definitely 
threatening danger to retail adver- 
tising in this speculative period of 
the future is a situation wherein the 
store’s advertising will be pushed on 
to the defensive and given the job 
of explaining away in public print 
the price increases which we all 
are now feeling in retail merchan- 
dise. 

“For the good not only of the 
store as a whole but for retail ad- 
vertising specifically,’ concluded 
Mr. Slack, “I feel that if advertis- 


ing budgets under the national de- | 


fense program go upward we 
should not succumb to the tempta- 


tion of the extravagant ‘silk shirt’ 
era but rather should encourage 
any surplus advertising money to go 
into a more adequate sales per- 
sonnel training job that will be of 
lasting benefit and help our adver- 
tising to accomplish the greatest 
degree of good for our stores.” 


Opposes Forced Control 


The desirability of avoiding high 
pressure selling during the emer- 
gency also was emphasized by 
James W. Hardey, advertising man- 
ager, Woodward and Lothrop, 
Washington, D. C., who observed 
that it would be far better for 
American retailers to accept volun- 
tary or self regulation rather than 
invite federal forced control. As a 
case in point he noted how, under 
the direction of the Better Business 
Bureaus, there has been practically 
no scare advertising. 

C. W. Hoyt, president, the Hen- 
derson-Hoyt Company, Oshkosh, 
Wis., joined in the plea for tem- 
pered advertising. ‘Any inclination 
to excite the public with an ex- 
aggerated idea of coming scarcity 
and price rises only increases the 
confusion and fear in the customer’s 
mind and serves to discourage the 
protective thought of self control 
which is so necessary in any emer- 
gency to resist this abnormal pres- 


” 


sure. 


LONG LIFE" 


“TRADEMARKS REG. U. 8S. PAT. OFF 


NSIST on specific proof 


of low maintenance cost of the signs you buy. 


Typical Example Notarized statement in our fle 
hows that Pittsburgh Plate Glass Company total 
cost for repairs of all Kind including all breakage 
for last year on approximately 16,000 ection ot 
tubing in use by its dealer vas only $862.66. Com 
pare thi figure to $56,000 maintenance cost or 
upproximately half as much tubing made by others) 
for company Bb (name in our tiles) 


tions. 


cost, 


SIGN BUYING 
CHECK CHART 


0) Patented *Galv-Weld rust- 
proof, vibrationless frame 
construction. 


CO) Wet Process, 30,000-volt 
tested, short-proof insy- 
lators. 


0) 30,000-volt tested high- 

tension cable. 
0) Letters patented embossed 
out of steel background. 


More readable all angles. 
Indicate quality. 


0 New, standard transformers, 
engineered to each 


loaded only 85% of manu- 
facturer's rating. 


0) 10-year guaranteed ‘Porce- 


lain enamel. (Will last a 
lifetime.) 


0 Neon tubing inspected six 
times. 


0 Wired to highest specifica- 
CO) Proof of low maintenance 


O) One year guarantee. 
CO) Underwriter's label. 


C) Four A. F. of L. Union labels. 


sign, 


FREE! 


Analysis of survey proving that the use of dealer signs will 
increase sales 14.6%; Catalog, a brochure, “How to Set Up 
e Successful Dealer Sign Program,” and proof that national 
advertising can be made 5 times as effective by using dealer 
signs. 


*Artkraft, world's largest manufacturers of signs for every 
SIGNS OF ute 


can give you unprejudiced and authoritative advice. 


by... ARTKRAFT SIGN COMPANY 


GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 


The place which retailing fills in 
the business picture will be dem- 
onstrated Sept. 15-20 in the obser- 
vation of National Retail Demon- 
stration Week, it was announced by 
Benjamin H. Namm, president, the 
Namm Store, Brooklyn, and chair- 
man of the 1941 national retail dem- 
onstration. The demonstration is 
not a sale but a good will effort to 
bring retailing into close coopera- 
tion with the public and to promote 
confidence in retail distribution. 
The theme of the week this 
will be “Retailers for Defense.” 

Advertising plans for the week 
call for the making of a sound movie 
depicting the retailer’s role in na- 
tional defense. There will be a 
nationwide radio broadcast early in 
the week and scripts will be sup- 
plied for community broadcasts. 
Stores will be urged to run insti- 
tutional advertising. Window dis- 
plays will be keyed to the week. 
Store interiors will be especially 
decorated in red, white and blue. 
Posters are being prepared for dis- 
tribution to stores. Proclamations 
will be issued by the President of 
the United States and other govern- 
ment executives. Open houses will 
be suggested for stores. As one of 
the promotion devices, communi- | 
ties will be urged to select a “Mrs. 
Typical Customer” and prizes will 
be suggested for the best commun- 
ity efforts, best institutional adver- 
tisements, best window displays, etc. 
The cooperation of local retail trade 
associations, chambers of com- 
merce, advertising clubs and other 
groups will be sought. 

Plans for design protection in the 
dress industry were outlined to the 
NRDGA by Herbert Sondheim, New 
York, and Albert M. Post, execu- 
tive director, Fashion Originators’ 
Guild of America. The FOGA is 
planning to use U.S. patent rights as 
the foundation for a new protection 
plan, following refusal of the Fed- 
eral Trade Commission to approve 
a previous program because of what 
it called boycott features. 


Cites Sales Rise 


Up to the present time the in- 
crease in department store sales, 
still not accompanied or caused by 
any rapid increase in retail prices, 
has been even more marked than 
it was in 1940, according to Mal- 
colm P. MeNair, professor of mar- 
keting, Harvard Graduate School of 
Business Administration, who based 
his observations on the annual Har- 
vard-NRDGA survey founded on re- 
ports of 429 department stores with 
aggregate sales of more than $1,- 
500,000,000, roughly 40 per cent of 
the department store business. 
“Sales volume has forged ahead,” 
he said, “at about twice the rate 
that it did during the entire year 
1940.” 

The rise in retail market activity 
is the result of the impact of the 
defense program upon our economy, 
according to Stacy May, director, 
bureau of research and _ statistics, 


Office of Production Management, 
who believes that “this stimulation 
will continue to be felt at least 
through the calendar year 1942.” 
On the other hand Dr. Paul H. 
Douglas, professor of political econ- 
omy, University of Chicago, ex- 
pressed the opinion that “depart- 


ment stores are inevitably going to 
suffer a large decrease in physical 
volume during the coming year,” 
adding that “there will simply not 
be resources enough to permit us to 
build the tanks, airplanes, guns and 
ships which are needed and to have 
business as usual.” 


Report Telephone Sales 


The story of how the two largest 
department stores in Canada, which 
also are the owners and operators 
of the country’s largest mail order 
houses, conduct large telephone 
sales operations in Toronto in con- 
nection with newspaper advertis- 
ing and catalogs, was told by H. H. 
Bishop, vice-president, the Robert 
Simpson Company, Toronto. By 
using the telephone customers may 
order store newspaper - advertised 


merchandise or buy from a catalog 
if they are on the catalog mailing 


lists. 


In prefacing his remarks on “In- 
Through | 
Coordinated Merchandise Training,” 
J. C. Becknell, divisional merchan- 


creased Sales Flexibility 


year 


SPREADING CHARM 


YOU CAV HAVE YOUR HAIR RESTYLE 
"Ae Were ve 


womos MOST MAM STYLIST AnD DORECTOR 
OF MAKE UP FOR WARNER BROS. STUBIe 


= 
SIMPLY SEND 
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JUST FOLLOW THESE DIRECTIONS 
. © = Pere Westmere 
WARNER OROS MAKE UP_OMECTOR 

CHARM GUMLD. Dept 427 
495) Seneet Ge MOLLY WOOO, CAL 
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This copy is typical of the 700-line news 
paper space currently being used b 
Charm Guild, Inc., in urging womer 
readers to send in their photograph 
and 50 cents for facial analysis, hai 
restyling and individual make-up direc 
tions. Beginning with May issues, two 
thirds and half pages are ta be usex 
in 25 magazines for the balance of th: 
year, and network radio promotion ma 
be added in the fall. Croydon Adve 
tising Agency, New York, handles ih: 
account. 


dise manager, Pfeifer Brothe 
Little Rock, Ark., quoted from a 
article in Women’s Wear Daily 
which it was pointed out that d 
partment stores spend millions « 
dollars on advertising and then k 
sales walk out the door throug 
failure to do an adequate sales j« 
in the store. 

Elimination of comparative pric 
advertising and false price labelin; 
of mattresses is curbing a down 
ward spiral in net profits, Frier M« 
Colister, National Association 0! 
Bedding Manufacturers, Chicag: 


|told the sales promotion and mer- 


chandising divisions in a talk en- 
titled “When We Were Bad We 


- Were Very, Very Bad but When We 


Were Good We Made a Profit.” 
Tells Story of Hats 


How an association of hat make) 
called the Hat Style Council has, 
in 30 months, stemmed the trend o! 
the hatless fad among men and 
made style a byword in the indus 
try, was told by J. A. Smith, ac 
count executive, Campbell - Ewald 
Company, New York. Money to 
support the national campaign wa 
raised by a tax on the various com- 
panies in the industry. 

“Men who had been going hat- 
less—and secretly disliking it—be- 
gan to enjoy the experience of com- 
plementing their carefully chosen 
suits, coats, ties and shirts with hats 
that made the whole ensemble com- 
plete,” said Mr. Smith. “The myth 
of healthier hair through going 
without a hat exploded in the heat 
of the sun with the advent of smart 
styles and more comfortable straw 
hats.” 


..-more than just 
a radio station -- 


a Baltimore 
institution! 


GOING MUTUAL--OCTOBER 
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OPM Assembles “COFFEE TIME" CONDUCTOR HAS SOME GUESTS 


Data on Actual 
Defense Spending 


Contractors Send in Re- 
turns Showing Heaviest 
Areas 


Washington, D. C., June 3.—Mar- 
-eting men who have been trying 
o no avail to get accurate infor- 
jation as to where the defense 
lollar is being spent may cast 
opeful eyes on the Office of Pro- 
uction Management, it was learned 
ere today. 

Although tabulations of defense 
yntracts awarded are issued regu- 
irly by the Office of Government 
Reports as well as OPM, the value 


\ 


sty 


Il 
ml 


Meredith Willson, Maxwell House ‘Coffee Time’ conductor, has his sponsors for 

house guests, and of course they talk shop. Left to right: Atherton Hobler, 

Benton & Bowles president; Mr. Willson; Charles G. Mortimer, General Foods 

advertising director; and Louis Brockway, vice-president of Young & Rubicam in 
charge of General Foods accounts. 


_ atistics is . . . | ° . “ . . “ 
these statistics is often limited Kate Smith Now Publisher Leaves “Radio Daily 


y the fact that no figures are 
ailable as to sub-contracting. In 
any cases, a large proportion of 
the money involved in a defense} 
contract is spent many miles from 
the city in which the firm receiving 
e contract has its headquarters. 
OPM has recognized the problem, 
and is trying to do something about 
A test was made recently to see 
if defense contractors would supply 
nformation as to sub-contracts. The 
trial was a success, and two weeks 
ago OPM sent questionnaires to all 
prime contractors who have re- 
ceived orders of $50,000 or more. 


Tabulate Results Soon 


fteturns are now coming in, and 
the OPM Bureau of Research and 
Statistics hopes to be able to begin 
tabulation of results shortly. It is 
expected to be at least a month, and 
perhaps two, before final findings 
can be disclosed. The form in which 
the results will be presented, 
whether by states, cities, industrial 
areas or other classifications, has 
not been determined as yet. 

The part of the questionnaire 
which refers to sub-contractors asks 
prime contractors to list the names 

{ home offices of all sub-contrac- 

to which defense’ business 
totaling $25,000 or more has been 
allocated, the location of the plants 
producing the sub-contracted ar- 
ticles, the date of the order and a 
description of articles included, 
their value and quantity, and sched- 
uled beginning and completion of 
deliveries. Prime contractors are 
also. asked to indicate whether 
articles involved are customarily 
produced by the prime contractor. 

OPM has made no announcement 
ibout this effort, preferring to wait 
until the reports are in and found 
as useful as expected. OPM offi- 
cials caution against over-optimism, 
and warn that the statistics may not 
completely solve the problem of 
how much defense money is going 
to each major area. 

Nonetheless, OPM’s survey is the 
first effort any government agency 

made to trace defense contract 
ards to their ultimate destination, 
and whatever results are obtained 
uld prove useful to market 
analysts trying to determine which 
markets merit most attention. 


WOW Appoints Wiseman 


john J. Gillin, Jr., general man- 
ager of radio station WOW, Omaha, 
announced the appointment of 
Bl Wiseman as promotion man- 
ager, succeeding Howard O. Peter- 
son, who will continue with WOW 
as local sales and research man- 


To cover this prosperous - 
American Market, USE— 


EL MUNDO 
Write for rates and specimen copies | 
420 Lexington Avenue, New York 


Kate Smith and Ted Collins, her 
producer-manager, have formed 
their own music publishing com- 
pany, Collwill Music of New York. 
Their first feature will be the song 
“We're All Americans,” which they 
have purchased from the Bell Music 


Benn Hall has resigned as associ- 
ate editor of Radio Daily, New 
York, to join Duell, Sloan & Pearce, 
Inc., New York, book publisher, as 
advertising and publicity director 
He is the author of “Careers on 
Business Papers,” recently issued by 


Visking Schedules 


‘Franky Fourth’ 


Copy for July 


Chicago, June 4.—Following up 
its successful “Weeny Witch” pro- 
motion of last fall, the Visking 
Corporation, Chicago, maker of syn- 
thetic sausage casings, will under- 
take a “Franky Fourth” campaign 
next month built about the July 4th 
weekend. 

The advertising will feature a 
party dish of frankfurters and a 
case of luncheon meats in color pho- 
tography Comic advertisements 
are to run in 60 major newspapers 
from coast to coast Franky, the 
red-haired Visking boy salesman 
who appears on all point-of-sale 
material, also will be featured in 
copy in Collier's, Family Circle, La- 
dies’ Home Journal, McCall's, Par- 
ents’ Magazine and Woman's Day 
A total of 33,000,000 circulation is 
included in the national holiday 
drive on behalf of frankfurters, 
wieners and prepared meats 

Coupled with the advertising is a 
new case display contest this vear 
with more than $2,000 in prizes to 
be shared by packer sales crews 
and store managers or meat depart- 


Company, Chicago. 


the publishing company. 


ment heads. Packers are to be fur- 


nished mats or electrotypes of il- 
lustrations and suggested layouts for 
black and white tie-in advertising. 

Weiss and Geller, Inc., Chicago, 
handles the account. 


N. Y. Employing Printers 
Elect Officers 


Benjamin Pakula, secretary-treas- 
urer, Bryant Press, has been elected 
president of New York Employing 
Printers Association. 

Other officers elected were: Hoyt 
B. Evans, Eastern Printing Cor- 
poration, vice-president; Stanley P. 
Stanley, McKenzie Service, vice- 
president; John Erhardt, Barr- 
Erhardt Press, secretary; and H. 
Wayne Oakley, Pandick Press, 
treasurer, 


Appoints Wettlin 

Francis C Stokes Company, 
Vincentown, N. J., packer of tomato 
products, has appointed Wettlin 
and Company, Camden, N. J., as its 
agency. 


REPRESENTED BY BLAIR 
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“Smooth 
as still 
water’ 
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PRINTING PAPERS 


Providing all the beauty of costly printing papers at the price of ordinary paper! 


IN Sevetcoatl* Kimberly-Clark has perfected revo- 
lutionary new kinds of coated printing paper. Sece(coal 
papers are not only smooth—they are saper-smooth. And, 
equally important, they are not costly to use! New, 
exclusive coating processes produce the printing surfaces 


ideal for distinctive, sales-making 
printed pieces. Clear, vivid repro- 
duction distinguishes the typical 
Levetcoal job. Words and pictures 
stand out, get attention, work for 
you. Here's selling power! 

And consider the savings: with 
Lerelcoat papers you obtain ail 
the beauty of costly printing papers at 
the price of ordinary paper. \f you 
have been buying the highest 
qualxy printing, you now can buy 
more printing at the same price by 


. 
TRADE MARK 


KIMBERLY-CLARK CO 


NEW YORK — 122 East 42nd Street 


circulars and brochures. You ¢ 


specifying Seredroad papers. You get more for your 
money without sacrificing quality. 
Perhaps you have a small printing budget and you 


have been limited to not-so-good appearing catalogs, 


an now step-up to 


Sevetcoat quality paper at little, 


Seeing is 
Made super-smooth by new, exclusive 
costing processes. For high-quality printing. 


if any, extra cost, and benefit by 


a mighty respectable job! 


believing . . . Sce 


Sevelcoat samples today. Ask 


Pete a 


Companion to Trvfect at lower cost. For 
use where quality remoins a foctor, but 
less exocting printed results demanded. 


Where economy counts in volume printing, — 


this grade does a splendid job. 


ORATION : Established 1872 


your printer or paper merchant. Or 
write Kimberly-Clark for proofs of 
printed results heretofore obtain- 
able only with high-cost printing 
papers. You'll agree, these new 
papers do most for the money! 
Available through your paper mer- 
chant. Or, inquire direct. 


EENAH, WISCONSIN 


LOS ANGELES— 510 West Sixth Street 
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Markets Can Be Destroyed 


“Eight out of ten adults risk 
cutting cavities into the exposed, 
soft part of teeth by brushing with 
leading tooth pastes and powders.” 

If this statement had been made 
by an editorial writer or reporter 
in a magazine or newspaper article, 
it would have created a sensation, 
and the entire dentifrice industry 
would have been up in arms, since 
it would obviously have 
public 


products | of 


been a 
blow at contidence in the 
who 
serve the great majority of Ameri- 


tooth 


manufacturers 
can consumers of cleaning 
materials 

We believe that the effect is not 
much less serious, even though, 
instead of an editorial comment, it 
happens to be a portion of an ad- 
vertisement of Teel, a Procter & 
Gamble product, appearing in 
newspapers during the past week. 
We can't help feeling that when a 
leading merchan- 
injuring 
brush your 
the effect is 
less to sell liquid dentifrices than 
to undermine confidence in denti- 
frices of all kinds. 


Americans 


advertiser and 
“Millions are 
their teeth be safe 


diser says, 


teeth the liquid way,” 


teeth 
in the world, largely because oral 


have the best 
hygiene has. been 
taught. 
est in 


successfully 
A great part of the inter- 
tooth 
health has 
the advertising 


methods of 
mouth 
been the result of 
of the tooth brush and dentifrice 
manufacturers. The market is far 


proper 
cleansing and 


exhausted, however, 
studies made at frequent intervals 


have shown that a 


from since 


great many 
people still do not use accepted 
methods of tooth cleaning. Hence 


every advertiser has a_ stake in 
the development and expansion of 
the market, as well as in getting 
an immediate share of the avail- 
able business. 

Liquid dentifrices undoubtedly 
have their sales points, along with 
pastes and powders. The success 
of the latter has shown that the 
paste manufacturers have no mo- 
nopoly on the market, and_ that 
other efficient methods of cleansing 
the teeth can win the approval of 
consumers. But if the advertising 
of competitive products in the den- 
tifrice field cannot be accomplished 
Without a attack on 
types of materials, 


other 
then 
the promotion of the industry de- 
generates into a destructive battle 
which may easily 


direct 
cleaning 


have the effect 
of reducing sales opportunities for 
all manufacturers interested in the 
market. 

Under today’s 
public buying 
panding, products 
competitive 


with 
rapidly ex- 
which are not 


conditions, 
powell 
with defense require- 
ments will get an increasing share 
of the dollar. The 
situation constructive 
which will 
industry as a 


consumer's 

calls for 
market development, 
benefit the 


and will 


whole 
make more business for 
all of its component parts 


Advertising Has a Job 


In his stimulating address at the 
convention of the Advertising Fed- 
eration of America, Raymond Rubi- 
Young & Rubi- 
cam, pointed out the opportunities 


cam, chairman of 


for the effective use of advertising 
under the defense economy which 
is now developing, and expressed 
the viewpoint that advertising 
should not be used as a means of 
tax avoidance, but rather to per- 


form its legitimate function of 
serving the consumer and inducing 
beneficial mass action 
ADVERTISING AGE 


with this 


agrees heartily 
viewpoint, and in fact 
ill-advised 
efforts to promote the use of ad- 


has editorially opposed 


vertising 
bills 
that there is less danger at this 


reduce tax 
seems to us 


merely to 


However, it 


time of over-indulgence in adver- 
tising for this reason than a reduc- 
tion of effort 
reasonable requirements, in 
to meet the situation 
greatly increased tax 


advertising below 
order 
created by 
burdens 

It would be just as short-sighted 


for a manufacturer to withhold 
needed advertising at this time, to 
save money tor tax payments, as 


to spend excessively in order to 


reduce taxes. Both policies are un- 
sound, because they approach the 


question of advertising expendi- 


tures from the wrong viewpoint 
The use of advertising as an essen- 
tial and integral part of a broad- 
scale marketing operation is too 
vital to the success of the effort to 
justify any other viewpoint 

Sales 


manutacturers are 


opportunities for most 
greater today 
than they have been in more than 
a decade Intelligent management 
will therefore continue to use ad- 
vertising to accomplish objectives 
which can be set up in the light of 
known facts. The best way to 
serve business and the nation is to 
make and sell more goods, increase 
employment, payrolls and _ profits 
and thus be fully prepared to carry 
a fair share of the necessary bur- 
den of taxation and defense pro- 
duction. 


TIME BUYING HAS ITS PROBLEMS 
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Ad-libbing 


End of Business 


Duluth, Minn. food 
shop, has just gone out of business. 
The reason was given, without 
mincing words, in a_ two-column 
advertisement which the store ran 
in local newspapers announcing its 
liquidation sale: 

“For over half a century,” it said, 
“this store has weathered depres- 
sions, panics and all sorts of condi- 
tions in war and peace. But we do 
not see encouragement to continue. 

“Union labor business agents are 
too strong with their racket for us 
to receive fair treatment in the 
management of our business. They 
have forced us to employ men who 
were detected in dishonesty and 
have upheld employes who were 
discharged for uncleanliness and 
drunkenness. They have demanded 
that we discharge our oldest and 
most faithful employes who have 
been delinquent with their dues. 

“The cost is too great—we pass.” 

And there, in a nutshell, appears 
to be one of the modern versions of 
the slaughter of the goose that laid 
the golden eggs. 


‘’ oo © 
Gassers, a 


Who Are Your Customers? 

The other day, comfortably en- 
sconced in the modern club car of 
one of America’s finest trains, your 
Ad-libber and a well-known maga- 
zine publisher got to talking about 
people—just plain people, the kind 
that make up the market for every 
kind and type of product except that 
tiny handful which appeals only to 
the extremely affluent 

Our observations, as you might 
expect, were unusually profound 
and original. We agreed that the 
hardest task of the man or woman 
who attempts to influence’ the 
masses, whether through advertis- 
ing or editorial activity or in any 
other way, is to keep before him a 
clear picture of who those masses 
are; what they do; how much they 
make; and how they live. We 
agreed eagerly that too much edi- 
torial material and too much 
advertising copy was going right 
over the heads of too many people, 
and that the penthouse-Pullman 
drawing room-yacht type of life 
that too many advertising men lead 
as a matter of course was just a sort 
of dream world far remote from 
reality for almost everyone. We 
agreed, too, draining our 60c-plus- 
tip Scotches, that it should be com- 
pulsory for every editor and every 
advertising man to make at least 
two trips a year—and good long 
trips—in day coaches or buses. 

You've made the same observa- 
tions yourself, and nodded just as 
sagely over them, in the observation 
car, or in the quiet of your club 
lounge, or while waiting for the pre- 
ceding foursome to clear the fairway 
on the ninth hole at your country 
club. And you've felt the same glow 
of satisfaction at the _ realization 
that at least your feet were on the 
ground, and you weren't letting your 
own life give you a cockeyed idea 
of what life means to 120 million 
other people in America. 

But a story this astute publisher 
tossed into the hopper somehow 
made this correspondent realize that 
we weren't talking about WPA 
workers, or “marginal” groups, or 
“low income classes,” but about 


almost 
and us. 

“A month or so ago,” he said, “I 
was out on the West Coast and I 
visited some cousins—a fellow I like 
very much, who’s done pretty well 
for himself. I’d guess that he has 
an income of $7,000 or $8,000 a year 

he has one of the nicest little 
houses you’ve ever seen, and his 
garden does a pretty consistent job 
of winning local prizes. Bill is a 
long way from being a member of 
either the underprivileged or the 
unwashed classes. Yet he told me 
that he and his wife were planning 
a trip East, and when I asked if 
they were taking the streamliner to 
Chicago, he said, ‘Hell, no! We're 
riding a tourist train. It’s not only 
cheaper, but it’s more fun.’ 

“Now, there’s a point that most 
of us overlook. Bill doesn’t have 
to pinch nickels, and he spends 
plenty of money on his house and 
his family. But extra-fare trains 
and expensive night clubs’ and 
swanky vacation spots and things 
like that just have no place in his 
life. He wouldn’t know what to 
do with a penthouse if you gave 
him one, and most of the allusions 
in advertising copy, and in some of 
the papers he reads, just don’t mean 
a thing to him because they have 
nothing to do with the realities of 
life as he and his family live it. 
That just emphasizes my point that 
most people, even if they aren’t on 
the starvation list, are just plain 
people, and have very little in com- 
mon with what some of us conside1 
smart and sophisticated.” 

The perfect end to this story is 
this: On our desk as we returned 
to the office was the announcement 
of a new magazine, Penthouse and 
Terrace, “a special magazine for the 
underprivileged penthouse dweller.” 


everybody, including you 


Jottings 

Dawn Donut Company of Phila- 
delphia has just presented a suitably 
engraved cup to Salesman William 
Dickerson, who, in 15 years of faith- 
ful, fruitful activity, has sold 20,- 
768,904 Dawn doughnuts, besides a 
variety of packaged doughnuts and 
cake. We are advised, on apparently 
competent authority, that this quan- 
tity of doughnuts would provide a 
luscious link stretching from New 
York to Philadelphia to Washington 
to Pittsburgh to Cleveland to Chi- 
cago 

Don Papineau of Concrete has 
discovered how to get the boys to 
come to meetings. His notices for 
last week’s meeting of the Chicago 
Promotion Men’s Round Table 
consisted of a post card saying 
“Dear Joe In recognition of the 
fine work you have been doing 
lately, the boys of the Promotion 
Men’s Round Table want to offer 
you their personal congratulations 
at their regular luncheon meeting 
this Wednesday. I'm sure we can 
count on your being there.” 

They came, all right, except a 
couple who couldn't make it: and 
these were so worried they called 
to explain tearfully why it was im- 
possible for them to attend. 

One of the less understandable 
procedures to encourage lads to be- 
come flying cadets was the display 
in a Chicago park of a formidable 
battery of anti-aircraft guns with 
muzzles aimed at the sky. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa 
advertiser or advertising agenc 
executive writing on his busines 
letterhead. 


No. 1820. New York in the Summ 
Months. 

The Herald-Tribune has _ take 
stock of the summertime situation 
New York and offers, in this looss 
leaf folder, some facts about new 
paper circulation, Herald-Tribu 
families’ buying habits, employmer 
retail activity and other data. 


No. 1821. Sickles 
Service. 

This booklet describes the coas 
to-coast operation of Sickles Phot 
Reporting Service in securing pi: 
tures, articles and reports f 
advertising and research purposs 
A selection of recent advertiseme: 
based on Sickles reports is show 


Photo-Reporti 


No. 1822. INKformation. 

“The Manufacture of Ink” a 
“The Relation of Ink to Capp: 
Publications, Inc.’ head the two se 
tions of this interesting book! 
issued by Capper  Publicatior 
Under these headings are told t! 
history of inkmaking, developme: 
of the industry and the types of i: 
and processes used in the produ 
tion of Capper newspapers at 
magazines. 


No. 1745. Listening Audience, Cen 
tral New York State. 


This folder, issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. The) 
cover station popularity in princi- 
pal cities, in ten counties nearest 
Syracuse for both farm and city 
listeners, and in a _ typical farm 
region. The fifth survey show 
what local merchants think of 
WSYR as a mover of merchandise 


No. 1761. WOW Market Maps. 

Radio Station WOW, Omaha, h: 
issued two new maps—one show 
ing an analysis of mail respons 
and the other showing effectiv« 
buying income. The mail ma 
gives a clear picture of coverag: 
and audience strength by indicati: 
percentages of response, by count 
to the number of radio homes. 


No. 1773. The Passing of the O 
Night Stand. 

The principle of turnover ratio 
radio is the subject of this brochure, 
in which Columbia’ Broadcasting 
System defines this new appro: 
to audience measurement and d 
cusses some of the findings on rad 
turnover, summarized from seve! 
different investigators. Charts and 
text show the one-time audie: 
versus turnover audience for sev- 
eral programs. 


No. 1765. Whaley Taxiposter Ad- 
vertising. 

The story of the beginning and 
development of Taxiposters as 
advertising medium is told in t 
new folder issued by Whaley Ta» - 


poster Advertising. A map and 
table indicate where Taxipost: 
are available, and information 


given concerning circulation, ra 
and mechanical requirements. Ill 
trations show some of the Ta 
posters now in use. 


No. 1792. Early Morning and L 
Evening Listening Habits. 
This booklet tabulates the fi: 
ings of Radio Station WCCO’s s: 
ond investigation of early morn 
and late evening listening habits 

the Northwest. Charts show 

time sets are turned on in rural : 
urban Minnesota, the Twin Citi 
out of state and the total sam} 
WCCO listening habits by the sar 
breakdown; a county breakdown 
respondents; and auto and aut 
radio ownership by income grou! 
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ADVERTISING AGE 


Ad Copy Helps 
London Put Over 
Big War Loan 


London, Eng., May 26.—A recent 
War Weapons Week here offers an 
example of the part which adver- 
ising is playing in England’s mobi- 
ization of her financial power for 
yrosecution of the war. In this in- 
tance the objective was the invest- 
ent of 100,000,000 pounds ($404,- 


100,000) in 3 per cent. savings 
vonds, 2!» per cent national war 
onds, 3 per cent defense bonds, 


ational savings certificates or sav- 
igs in Post Office or Trustee Sav- 
igs Banks. 

Newspaper space and posters as 
vell as other printed matter were 


gnnnn row £777 000000 


WAR WEAPONS WEEK 


() OUR OWN Baca wirmomrnnesry ~ 


and 
alr- 


besides 
ot 
craft, to arouse public enthusiasm 


used, 
howing 


street parades 
captured German 


er the drive. Newspaper copy 
carried such headlines as “The 
World Is Watching London” and 


London Wili Show the World.” 
One piece of copy showed a smil- 


ing waitress with a “Menu of the 
Week” in which national savings 
certificates, defense, national and 


avings bonds took the place of the 
entree or cup of tea. “That's a real 
ictory menu,” said the copy, “be- 
cause the more we put into the kitty 
sooner we're going to win the 
var. It’s your money we want, for 
ve are out to show the whole world 
that our boys are going to get the 
the planes and the guns to 
put ‘paid’ to the Nazis and all their 
dirty tricks.” 


1} 
rie 


tanks, 


Uses Taxi Driver 

\nother advertisement revealed a 

eerful taxi driver saying: “Clock 
tup, chums!” The copy read, “The 
d bus and me have kept out of 
craters so far. Had some nasty jolts 
though. But this week it’s our turn 

hit back. And we are going to 
it to ‘em good and proper by 
rking out for war savings. 6g 
We 


5'Ve 


can take it, London!” ex- 
Claims a cheerful post office girl 
d the copy continues with “We 


Post Office girls know how London- 
f are feeling about their War 
Weapons Week—they like it. They 
haven’t given us a ‘let-up’ all this 
eek. But we don’t mind because 
know that every penny you lend 

to the government helps to keep the 


SEND FOR ME 
$3 (DEAS FREE 


k to the ;ob or 


heads envelopes 
kages and products 
the pon to 
Colortul Book of 


fer Ready LABELS. 


1-A East 25th Street © Mew York, &. Y. 


£.°® READY LABEL CORP. 141.A East 25th St 


FREE 48.Page Catalog of LABEL IDEAS 


NewYork WY 


| 


and Stete 


war factories going—helps to put 
another bomber in the sky, another 
tank to beat the enemy.” 

Another piece of copy revealed 
an editor following the news on the 
ticker tape and telling what pleas- 
ure he will take in writing up “Lon- 
don’s answer which will stagger the 
world. London's lending must be 
used to blast the enemy right and 
left.” 

With that sort of promotion the 
goal of the campaign had been 
exceeded in six days by 8,732,000 
pounds ($35,277,280) and the total 
was expected to be well past 110,- 
000,000 pounds ($444,400,000). 


Colleges Inspire 
Fashions for New 
Fall Promotion 


New York, June 3.—American 
colleges will be revealed as new 


sources of inspiration for the fash- 
ion industry in August when Cam- 
pus Originals Guild begins promo- 
tion of clothing and _ accessories 
designed by and for college girls. 

The merchandising plan was in- 
augurated a year ago to take ad- 
vantage of the college market—-often 
pointed to vast, unexploited 
field—by offering students cloth- 
ing and accessories designed with 
their particular tastes in mind. An- 
other factor in the promotion is the 
incentive it offers to students of cre- 
ative ability to turn their talents to 
the fashion industry and _ inject 
young blood into the nationwide ef- 
fort to replace Parisian with native 
Inspiration. 

Under the Guild set-up, students 
in 500 colleges and universities sub- 
mit original designs which are sub- 
mitted in turn to a selected group 
of manufacturers of ready-to-wear 
and accessories. Designs which meet 
with approval are paid for by the 
producer and the merchandise 
tagged with the name of the student 
and the school and the Guild 
as the sponsor. One student in each 
college acts as a go-between for the 
Guild and the student body. Dis- 
tribution of the merchandise is lim- 
ited to one store in each city and 
32 in different parts of the country 
have been lined up. 


as a 


Is 


also 


Start in August 


Advertising will begin in the 
August issue of Mademoiselle with 


a double-page spread which will be 
followed up by monthly insertions. 
Copy will promote the idea that the 
college girl, the manufacturer and 
the store have “discovered” each 
other. Newspaper advertising by 
cooperating will break in 
August and Women's Wear Daily 
will be used to acquaint the trade 
with the plan. Jack Goehring, Inc., 
headed by Mr. Goehring who is also 
president of the Guild, is directing 
promotion. 


TAB lesues Index 
of Audited Plants 


Traffic Audit Bureau, Inc., has 
issued “An Index of Audited Poste 
Advertising Plants,” containing a 


stores 


listing of approximately 10,000 
cities and towns in the United 
States and Canada where plants 
have been audited. The name of 
each town, listed alphabetically 


under the name of the state, is fol- 
lowed by a figure showing the net 
advertising circulation value. TAB 
plans to have authenticated circula- 
tion information on about 18,000 
cities and towns by Jan. 1, 1942 
The “Index” is partly designed as 
a report on the progress which has 


been made under the new audit 
schedule, which provides for the 
continuous certification of circula- 


tion values of the poster advertising 
plants of all members of the Out- 
door Advertising Association of 
America, the Poster Advertising 
Association of Canada, and othe 
plant operators who apply to the 
TAB for audit. Copies are avail- 
able at 50 cents 


Ocean City Expands 


Ocean City, Md., Eastern 
resort, has adopted an expanded 
newspaper schedule to advertise its 
bathing and beach facilities to the 
summer tourist trade. The program 
is the largest in several years for 
the resort spot. Henry J. Kaufman 
Advertising Agency, 
handles the account. 


snore 


Washington, 


Hits “Inducements” 

The New York Coffee Roasters 
Association conducting a cam- 
paign, featured by a series of mail- 
ing pieces, aimed at eliminating the 
giving of “inducements” to hotels 
and restaurants with coffee pur- 
chases. The cost of all special in- 
ducements ultimately comes out of 
the bean, the association points out. 


Gallenkamp on CBS 


Gallenkamp Shoe Stores has be- 
gun a weekly series called “Here's 
the Clue” over the Columbia Pacific 
Network, featuring Frank Graham 
The program handled by Long 
Advertising Service 


Is 


Is 


Atlanta Club 
Pays Tribute to 
Samuel Dobbs 


Atlanta, June 3. 
ously ill and unable attend the 
testimonial luncheon, Samuel C 
Dobbs, Sr., recognized as the origi- 
nator of the “Truth in Advertising” 
movement, received a special tribute 


Though §seri- 


to 


from the Atlanta Advertising Club 
ata recent meeting 

Mr. Dobbs’ wife, his son, and 
other relatives, associates and per- 


sonal triends attended the luncheon 


Afterward, officers of the club vis- 
ited him in his room at Emory Hos- 
pital and presented him with a 
scroll commemorating his work. A 
transcription the luncheon pro- 
gram was played in his room. 

Pointing to Mr. Dobbs 
who “for half a century has been 
a constructive force in the field of 
advertising and marketing.” a reso- 
lution adopted by the Atlanta club 
extended to the veteran a life hon- 
orary membership in the organiza- 
tion. The scroll was presented by 
the club president, Chess Lagomar- 
and accepted for Mr. Dobbs 
by Sam Howard. 


ot 


as a leader 


sino, 


\ 


EWA A 


Pilot service for pioneers~ . 


== to public notion, the genus Pioneer 
wasn't all killed off in Custer’s Last Stand and 


the Frisco Fire. 


The breed is just as lively today as ever before. 


We know, because our business is helping 


pioneers get started, 


Lately, there have been a lot of pioneers in 
the food business. Foresighted men who saw 
what was coming and determined to get in on 
the ground floor before the crowd. Many of 
them came to us and we helped them . . 
are now proposing to help you, if your business 


is food or drug product promotion. 


Here’s the idea: 
improve your product today. 


lo get new business tomorrow, 


By 


has no peer among similar products: Distilled 


Vitamin A in the 


uniform, bland 


so that it defies comparison. We also offer ex- 


combination 


-aswe 


*Protected by | 


enrichment, o1 


fortification, with vitamins that give your prod- 


uct added value, added consumer appeal, new 


‘ ° ° ° ° f } 
selling ideas. And, if your product is a candi- | 
date for Vitamin A or D, come to **Oil-Soluble- 

* . - , [he Sing f- 
Vitamin Headquarters” for assistance in prod- VITAMIN. A 


uct formulation. 


“Headquarters”, incidentally, is Distillation "aves 


Products, Inc. 


DISTILLATION PRODUCTS, INC 


755 RIDGE ROAD WEST, ROCHESTER, NEW YORK 


owned by EASTMAN KODAK CO. and GENERAL MILLS, INC. 
Sales agent: Research Products Div., General Mills, Inc., Minneapolis, Minn. | 


Out-SotubleVilamin Headguartera 


Jointly 


and its sales agent, the Research a 


Products Division ol General Mills, Inc. 


We produce a Vitamin A concentrate which 


cellent Vitamin D's, supplied separately or in 
with 
Our Service De 
formation or advice; can give technical assis- 
tance, send samples, ete. 
day to start a product 
sales improvement 


S. product 


Even if only mildly interested in adding vitamins to your 


. right here! 


Natural Ester form *. It is stable, 


and potent all in one so much 


Distilled Esters. 


partment will gladly supply in- 


Vitamin A 


So if today’s your 


improvement project for 
pioneer, call on us! 


ana 


patent No, 2,20 


TELLS ALL 


product, you should have a copy of 
The Story of Vitamin A Esters’. Not 
the usual promotion piece, but a thor- 
ough discussion in non-technical terms 
of our product, its uses and advantages 
Also ask for reprint of a Fortune folder 
on Distillation Products, Inc. Use busi 
ness letterhead, please 
Copyright 1941 by Distillation Produ ir 
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Census Figures 
Imperative Now 


for Marketers 
Dr. Reed Points Out 


Value of Statistics in 
Defense Program 


Chicago, June 2.—Perplexing new 
problems brought about by the in- 
tensive defense program make it all 
the more imperative to have accu- 
rate census statistics On Our eco- 
nomic behavior, Dr. Vergil D. Reed, 
assistant director of the Federal 
Bureau of the Census, told the Na- 


tional Council of Ellis Plan Asso- 
ciates Saturday. 
“The businessman who gets 


through this abnormal period with 
the least degree of loss will be the 
one who bases his policies during 
the emergency on a complete 
knowledge of all the factors in nor- 
mal times,” he said. “The first 
sential in rearmament for business 
in a future filled with uncertainty 


CS- 


is a complete knowledge of long 
term national changes,” he con- 


tinued, and then proceeded to give 
a list of changes regarded by census 
bureau division heads as sufficiently 
important to be taken into account 
in marketing programs. 

Dr. Reed contrasted the decline in 
the dust bow]! population with rapid 
gains in Florida, California, New 


Mexico, Nevada and Idaho. He 
pointed out that the increase in 
working women will be reflected in 
industries producing women’s wear 
and well as labor- 
saving devices in housekeeping. 
“The vast increase in the propor- 
tion of older people with corre- 
sponding decreases in the propor- 
tion of the young puts up a warning 
light to marketing men in the ap- 
praisal of long term implications 
respecting products demanded by 
hanging and 
he said. 


accessories as 


these c contrasting 


groups,” 
Changing Potential 


A changing potential in the mar- 
ket for houses and household equip- 
ment as contrasted with goods in- 
tended for consumption by individ- 
uals must be indicated to any wise 
marketing man, believes Dr. Reed, 
by the fact that in a decade when 
population increased only 7.2 per 
cent the number of families in- 
creased 16.6 per cent. “Knowledge 
of the higher proportion of popula- 
tion now coming into reproductive 
age together with the measure, from 
census facts, of the meaning in 
numbers and years of this tempo- 
rary retardation of a declining birth 
rate, is vital in keeping on safe 
ground in future marketing plans,” 
he said. 

Dr. Reed pointed out that it is 
important for marketing men _ to 
know “that the metropolitan areas 
including and surrounding the 140 
cities of 50,000 and up contain 47.8 
per cent of the population of the 
United States. That these people 
represent a still higher percentage 
of market absorption potential will 


be obvious to you. Practically all 
metropolitan area studies showed 
greater increases outside central 


cities than within city limits. 

“The same trend is shown in 
number of families, so here we have 
a curious development—a localized 
decentralization taking place 
part of a general centralization 
movement around the larger cen- 
ters of population. The development 
of secondary business or shopping 
“reas: the changed market demands 
if a suburban family population; 
the appraisal of proper media to 
meet these changes are obviously 
uggested.” 


aS a 


A “Gold Mine” 


The 1940 census of housing turned 
out to be a gold mine for market- 
ing men, according to Dr. Reed. 
“By combining our population and 
housing statistics, particularly for 
metropolitan areas,” he said, “it is 
possible for you to know the prin- 
cipal characteristics of any commu- 
nity,—population; size of families; 
incomes; occupational habits; kind 
of homes, whether owned or rented; 
size of homes, values, mortgages, 
rental values or rents paid; mate- 
rial used in construction; facilities 
as to water, toilets, bath, lighting, 
heating, refrigeration and_ radios. 
These facts are all broken down by 
states, counties, metropolitan areas, 
cities and towns, townships, and in 
60 cities they are broken down by 
census tracts and in many cases by 
blocks in the larger cities.” 

Changes in the farm population 
have brought about a special mar- 
keting problem which requires in- 
tensive study, pointed out Dr. Reed. 
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one-half millions. And WOWQO—more than 
150 miles from Chicago, Detroit or Cincin 
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Salesman to call today? 
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“The increase in the number of 
small farms suggests marketing pos- 
sibilities in such things as garden 
tools and equipment intended for 
small operations, while the develop- 
ment at the other end of more large 
farms has expanded the opportuni- 
ties for such things as tractors and 
heavy machinery.” Rural electrifi- 
cation, as reflected in census sta- 
tistics, is changing the farm market 
picture as well as such practices as 
quick freeze and locker systems of 
refrigeration. For the first time in 
20 years farm values are going up, 
suggesting increased purchases of 
farm improvements. 

Among significant changes in the 
past decade Dr. Reed pointed to the 
gain in plastics, replacing of silk 
with rayon fabrics, paper products 
being substituted for both woolen 
and cotton textile products, expan- 
sion in radios and motion pictures, 
increasing popularity of sportswear, 
new highs in the aircraft and 
bicycle industries to say nothing of 
zippers, vitamin products and ven- 
etian blinds. “In the past 20 years 
canned fruits, fruit juices and to- 
mato juice have skyrocketed ap- 
proximately three-fold,” according 
to Dr. Reed. Production of wheat 
flour has declined, use of poultry 
products has greatly expanded as 
has the production of chocolate and 
powdered cocoa. 


Lists Retail Stores 


“The richest stake in the world 
for any marketing or advertising 
man is the 140 million dollars daily 
volume passing over the counters 
of the 1,770,355 retail stores in the 
United States,’ said Dr. Reed. “To 
fail to observe the changes in retail 
practice and behavior is to deny 
yourself of a major necessity in 
modern marketing.” 

Announcing that the census com- 


| pilation on distribution of radios in 


the United States will be available 
shortly, Dr. Reed gave extensive 
figures On newspapers and period- 


icals. “The combined circulation of 
8,249 newspapers was 62,262,000— 
the highest newspaper circulation 
ever reported at any census,” he 
said. “Total newspaper revenue re- 


ported was $849,687,000 of which 
$539,495,000 came from advertising| 


and $306,192,000 came from _ sub- 
scriptions and sales. The average 
American family is now spending 


nearly $10 per year for newspaper 
subscriptions—more than in the 
boom year of 1929. Conversely, how- 


ever, advertising expenditures in 
newspapers were more than 250 
million dollars under the 1929 fig- | 


ure of 797 million dollars. Back in 
1899 the average circulation of daily 
newspapers in the United States 
was only 7,000 but in 1929, 21,000.” | 
The census records do not include 
newspapers doing less than $5,000 a 
year business. 


| 


Data on Periodicals 


“The 4,985 periodicals enumer- 
ated in the 1940 census had com- 
bined circulation of 239,692,508. 


Their advertising revenues totaled 
$224,455,417—less than half of the 
newspaper advertising revenue, and 
their receipts from sales and sub- | 
scriptions amounted to $184,572,008, 
approximately 60 per cent of news- 
paper subscription proceeds. Peri- 
odical advertising revenue declined 


nearly 100 million dollars—from 
$322,900,164—in 1929 while receipts | 
from subscriptions and sales were | 


approximately the same in 1939 as | 
in 1929 although magazine circula- | 
tion increased more than 42 mil- 
lion.” | 


Other Speakers 


The advertising men in the Ellis 
Plan group heard Col. Willard 
Chevalier, publisher’ of Business 
Week, talk on “Management Bottle- 
necks” yesterday. The four-day 
program which ended last night in- 
corporated various phases of adver- 
tising as related to the Ellis Plan 
Among affiliated groups which met 
were the National Advertising 
Agency Network, Trans-American 
Advertising Agency Network and 
Affiliated Advertising Agencies Net- 
work. 

Anthony Neher, Century Electric 
Company, St. Louis, was elected 
general chairman of the National 
Council and George C. 
G. LeTourneau, Inc., 
named vice-chairman 


Peoria, 


was 


}erns,; 


McNutt, R. | 


BUY NOW! 


Here’s One Way 
You Can Co-operate 
in the National Emergency 


P cord eth the eflon to move Loa. a the summer moe 
The government asks you to co-operate 


he rash Dehind. mx abead at chem 


CHICAGO COAL MERCHANTS ASSOCIATION 


I 
The Chicago Coal Merchants Associa- 
tion, responding to an appeal from the 
Department of Interior's consumers coun- 
sel division, used space in all Chicago 
newspapers urging householders to fil! 


their coal bins during the summer 
months, thus relieving pressure on pro- 
duction and_ transportation facilities 


when the actual winter burning season 

begins. Similar advice was carried in 

previous advertising by Appalachian 

Coals, Inc., representing the mining com 
panies themselves. 


Springfield Club Elects 
Members of the Advertising Clu 
of Springfield, Mass., have elect« 
Henry W. Lawson, advertising man 
ager, Springfield Gas and Lig} 
Company, as president, succeedin 


Kenneth Kinshaw, Eastern State 
Exposition. Other officers are Rob 
ert N. Fuller, G. & C. Merriar 


Company, first vice-president; W 
Walter Ellis, Eastern States Farm 
ers Exchange, second vice-presi- 
dent; Andrew P. Schmidt, New 
England Equity Corporation, secre- 
tary; and Archie H. Matthews, 
Springfield Newspapers, treasurer. 
A new board of directors includes 
Peter Ham, Farm Credit Adminis- 
tration; Leonard Marcus, Marcu 
Sign Company; Flora E. Smith, 
Forbes & Wallace Company; Jame 
Wright, Indian Motorcycle Com 
pany; Harry Storin, Riverside Park 
Amusement Company; and Ron 
ald W. L. Pierce, Arnold-Roberts 
Company. 


Signs Tavern Ad Bill 


Gov. Julius Heil of Wisconsin ha 
signed the Catlin bill which pr 
vides that brewers shall not ente: 
into exclusive contracts with ta\ 
limits to $125 annually th: 
amount brewers may spend on sig! 
for taverns; and permits expendi- 
tures of only $25 by breweries fi 
tavern advertising matter. 


425 5. WABASH AVE. CHICAGO 
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See Little Hope 
for Television 
‘for the Duration’ 


Washington, D. C., June 3.—Al- 


hough commercial television has 
sained the official blessing of the 
‘ederal Communications Commis- 


on, effective July 1, evidence 
jounting that the new medium will 
ain little headway “for the dura- 
on.” 
The radio set manufacturing in- 
ustry is already hard-pressed to 
aintain production of standard 
roadcasting receivers, and_ be- 
a reduced output of sets to 
inevitable in the near future. 
Several metals used in making re- 
ceivers are already under priorities, 
ith supply for civilian products 
trictly limited. Television receiv- 
ers are infinitely more complicated 
than regular radio receivers, and 
require more raw materials on the 
“scarce” list. 

At a recent press conference 
FCC Chairman James L. Fly was 
asked by ADVERTISING AGE if he ex- 
pected development of television to 
be delayed as a result of the de- 
fense program. He replied that 
FCC had not been notified of any 
serious shortage of materials which 
would hold up television, and called 
attention to the fact that several 
thousand television receivers are 
already in the hands of the public 
in areas where television service is 
now being offered. 


is 


eves 


e 


Have Heavy Defense Orders 


The industry, however, appears 
to be more deeply concerned over 
the raw material situation than the 
Commission. In some cases, Manu- 
facturers have been forced to em- 
ploy substitute materials only to 
find that new substitutes will soon 
be necessary to replace them. 

In addition to the material situa- 
tion, major manufacturers in the set 
business are loaded down with de- 
fense orders on other products they 

anufacture. <A large percentage 
of their facilities and labor must be 
devoted to Army and Navy require- 
ments. It promises to be a difficult 
enough task for them to produce a 
sufficient supply of standard broad- 
cast receivers to meet demand, 
without undertaking large-scale 
production of television sets. 

At least one major set maker, 
General Electric Company, has al- 
ready announced that its research 
and development work in the radio 
and television field has been shifted 
to defense production. The result 
is that 1941-42 radio models which 
are already in production will be 


completed, but no new models are 
expected during the defense emer- 
gency. 


The FCC order authorizing com- 
mercial television July 1 made no 
mention of possible defense compli- 
cations. The standards proposed by 
the National Television System 
Committee, which were endorsed by 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFA 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


virtually the entire industry at 
hearings last March, were adopted 
in substance. Rules and regulations 


submitted at hearings were also 

adopted with only minor changes. 
Standards Are Fixed 

The standards fix the line and 

frame frequencies at 525 and 30 

respectively, and frequency modu- 

lation transmission of sound ac- 


companying the pictures is required. 
Standards are to undergo a prac- 
tical test for six months, after 
which changes may be made, par- 
ticularly on the subject of 
television. 

Several industry pleas, as regis- 
tered at the hearings, were heeded 
by FCC. Instead of the suggested 
requirement of 30 hours operation 
per week, 15 hours was set the 
minimum. The seven lower chan- 
nels in the present television band 
were augmented by the addition of 
the 11 higher-frequency channels 

FCC stood pat on its requirement 
that no more than three stations be 
under the same control. National 
Broadcasting Company representa- 
tives strongly protested this rule at 
the hearings, but FCC concluded a 
restriction on multiple ownership 
is necessary “to preserve the public 
benefits of competition in the use 
of the limited number of channels.” 


color 


as 


Doctor S urvey, 
Study of Color 
in Ads, Released 


New York, June 4.—Results of 
two surveys have just been dis- 
closed, one showing how doctors 


not located in a metropolis react to 
direct mail and medical magazine 
advertising, and the other reveal- 
ing that printers, publishers, adver- 
tisers and others are more apt to 
return a mailing card printed blue 
than any other of seven 
tested. 

A doctor’s reaction to medical 
magazine advertising and _ direct 
mail is always about constant re- 
gardless of his location, according 
to research developed through the 
Murray Breese research fellowship 
in the school of business of the Uni- 
versity of Chicago. Sponsored by 
the head of the New York agency 
Murray Breese Associates, the study 
was completed by Ray Benedict 
Rand, holder of the fellowship, 
under the supervision of George H. 
Brown, assistant professor of mar- 
keting. 

The study considers doctors liv- 
ing in towns of 2,500 and less, towns 
and cities of 2,500 to 10,000 and in 
population groups ranging from 
10,000 to 25,000. It was found that 
of 20 to 30 pieces of advertising 
mail received daily, 66 per cent re- 
ceived some kind of inspection, and 
47 per cent were read 


colors 


Orange Second Choice 


Of the 6,000 printers, publishers, 
advertisers and others polled by In- 
ternational Printing Ink on reac- 
tions to colored mailing cards, blue 
led orange, second choice, by nearly 
25 per cent. Other colors in order 
were: red, yellow, buff, green and 
white. Blue outpulled white by 
about 50 per cent. IPI plans to con- 
tinue its surveys of the relation of 
color to direct mail and _ printed 
advertising. 


Campbell Made President 


Stanley Campbell, Calder & 
Campbell Advertising Agency, has 
been elected president of the Dallas 
Advertising League for the next 
year. Other officers named included 
first vice-president, Robert L. John- 
son, advertising manager, Texas 
Power & Light Company: second 
vice-president, Thelma Gaines, mar- 
ket research; secretary-treasurer, 
Louis Yeidel, Texas Letter Com- 
pany. Directors are James Huff, 
Reynolds-Penland Company: Don 
Baxter, Dreyfuss & Son; L. C. Rob- 
erts, Lone Star Gas Company; and 
James Hightower Southwestern 
Engraving Company 


Davies Advanced 

George W. Davies, 
ager of the Detroit office, has been 
promoted to sales raanager of the 
original equipment piston ring divi- 
sion of Sealed Power Corporation, 
Muskegon, Mich 


former man- 


Eastern Air Lines 
Stresses Speed in 
Newspaper Copy 


New York, June 3.—Singling out 
speed as the most important factor 


in the national defense program, 
Eastern Air Lines this week 
launched a newspaper campaign 


emphasizing its role in the nation’s 


Copy dwells on the saving of 
traveling, shipping and mailing time 
effected by air transportation and 
points out that Eastern routes cover 
that section of the country where 
the greater portion of the defense 
effort is being carried on. 

“Night and day, this 
planes carries business 
new plant sites; transports rush 
shipments of vital materials: de- 
livers urgent military, naval and in- 
dustrial 


fleet 
leaders 


of 


to 


Approves Use Tax 


The Michigan use tax, 


Imposing 


a three per cent levy on purchases 


made outside the state, 


has 


been 


declared constitutionally sound by 


the state supreme court. 


The court 


held that the tax was justified be- 
cause it equalized the tax on prop- 
erty not reached by the state sales 
tax, which applies only to purchases 


made in Michigan. 


that mail order houses 


The court ruled 
which 


do 


not conduct a retail business in the 


swift march toward armed secur- einer Pies dine anit an a “A ow state were not required to pay the 
ity. en rf ar — so must Amer=\ use tax on goods they send into 
Full-page copy signed by Eddie | Con <a "ate ne ; : — ee the state. 
Rickenbacker, president of the line, | y . o r a any, . 50m ee ar ow 
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three Washington papers, and will : aay ae , 
: : . Station WSYR, Syracuse, N. Y., 
be followed by 300-line insertions Joins N. W. Ayer has announced that it will shortly 
in papers in 36 cities serviced by Richard Rose has joined N. W.|increase its broadcasting power 
Eastern Ayer & Son, Philadelphia from 1,000 to 5,000 watts. 
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T ISN1 
Most 


at one time or another. . 


HAKD to vi 


of us have 


and the musty oder u 


on individual tempera 


and dislikes 


now in use. An advertisi 


what can be done with ty 


be delighted with the gre 


pear. Some faces prove 
ot h 


are seldom if ever employ 


tremely popular 


Yet such faces might 


MEMBERS 


been 
aisles of vlass cases, the signs “Do Not Handle.” 


place. Whether you thought the exhibits 


“stuffy” or “fascinating” 


Now a member company in the Advertising 
Typographers Association of America maintains 
something resembling “a type museum.” [tis 


complete with the scores of modern type faces 
printing willenjoy this exhibit because he knows 


at availability of faces 
for any possible Purpose 


amazed at the number of varieties; and a busi 


cost of fonts, will comment 


ty pe would be for exhibit, 
here type is being used and 
is always ready for tise .¥ 
service requires that new 


faces be stocked as they ap- 


sualize a museum specified, so thes 


in Various kinds — prepared “just in ca 


the client; and ATA 


ready for any event 


. you know the long 


suually pervading the Phere are a dozen 
should have your ty 
depended of course 


ment and one’s likes “vreatest choice in 


kept Being 


seis for the protec thon ol 


COMPITIES believe in being 
ality 
excellent reasons whi you 


pesetting done by a mem- 


ber of the ATA. His ability to promise you 


type faces” is just one of 


them. Nevertheless it iIstmiportant It shows for 


considerable amoun 
inorder that he ean 
setting: service comy 
ng man or a buyer of The next time ye 


ATA men 


men who go out of 


callin an 
pe. \ ty pographer will 
A layman will be — mighty 


deal with every day 


hess man, on learning the 


tnd they will all be right! the 
But where in a museum l 
ADVERTISING 


TYPOGRAPHERS 8 
rA 
ASSOCIATION ( 


p ° G t 
fe ne VOT sine. 


X- 
ers I 
ed 
he 


something a customer 


considerate 


one thing that the member is willing to keep a 


tof money tied up in type 
issure his customers a type- 
dete in every detail 

mu have a typesetting job, 
You ll find that these 


their way to keep on hand 


MIGHT want are a 
and trustworthy lot) te 
in the year 
We have said that ATA 


members offered other things 
on the expensive inventory | 


wsides “Greatest Choice of 


Ty pe Faces.” Here they are 


lighest Quality, Intelligent 


Service, Expert Craftsman- 


hip, ( omplete bac ilities, 


Sound Business Dealing, 


wood Taste, Uniform Prac- 


Ces, Type Service for All 


Advertising Purposes, and 


awest Practical Costs. It's 


alist well worth vour in- 


vestigation, tow 


AKRON, OHIO 
The Akron Type 


setting Cx 


BOSTON, MASS. 


DALLAS, TEXAS 


Jaggars 


NEW YORK, N.Y. 


Chiles-Stovall 


Ad Service Co 
BALTIMORE, MD. DAYTON, OHIO A et sing pom n 
The Maran Printing C« Pansel’s Tennant Gere ompany, Ine 


Advertising Compositior 


Tri-Arts Press, Inc 

Type \rrangement, Inc 

Typographic Crattsmen , Inc 
Serv I'ypographic Designers , Inc 

Kurt H. Volk, Inc 


Artintype, Inc PHILADELPHIA, PA. 
The Berkeley Press DENVER, coto. . Associated Typographers, In John C. Meyer & Son 
H. G. McMennamin The A. B. Hirschfeld Pre Atlas Typographic Serv In Progressive Composition Co 
BUFFALO, N.Y. Central Zone Press, It 
Axel Edward Sahlin Typx DETROIT, MICH. Diamant Typogra Service PORTLAND, ORE. 
, The Thos. P. Henry Ce 
graphic Service C. Benj. Stapleton ¢ A. T. Edwards Typography , In Paul O. Giesey, Advertising 
2 r : ’ snmes Empire State Craftsmen, Inc Typographer 
CHICAGO, ILL. George Willens & Compan ats nae " 
Arkin Typographers, In , or oe ‘a ' ST. LOUIS, MO. 
J. M. Bundscho, In INDIANAPOLIS, IND. aon Arts Lypographers, inc Brende! Typographi~ Service 
The Faithorn Corp The Typographic Service Co., Inc Hu» How Warwick Typographers, Inc 
Hayes-Lochner, Inc King Typographic Service Corp 
Runkle-Thompson-Kovats, In Master Typographers. In 
KALAMAZOO, MICH. M ; M De ' SAN FRANCISCO, CAL. 
leice I shone, i f a i ermott ne vlor é ‘ 
CINCINNATI, OHIO Claire J. Mahoney Ceeees tieiien, ten Taylor & Taylor 
The J. #. Ford C , 
LOS ANGELES, CAL. Chris F. Olsen, In SEATTLE, WASH. 

CLEVELAND, OHIO William Carnal) Frederick W. Schmidt, Ing Frank McCaffrey 
Bohme & Blinkmann, In« H ¢ ot Hartman Su t Typography, Inc 
Schlick-Barner-Hayden, Inc Samuel Katz, Typographer Supreme Ad Se ce. In MONTREAL, CANADA 
Skelly Typesetting Co., In Rising-Hammond, Inc The Typographic Service C Fred F. Esler, Led 
EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY + ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
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AVERAGE 


Shown here are three of the 57 cash 
prize winners picked by Walker & Co., 
outdoor advertising, Detroit, in its 
third annual poster art contest open to 
Detroit high school students. Creative 
thought and artistic ability among the 
amateurs were much in evidence. 


More Market 


Research Urged 
in Candy Field 


No Signs of Renewal 
of Co-op Advertising 
Campaign 


Chicago, June 4.—Candy plant 
packaging, sales and merchandising 
executives of the future must spend 
much market and 
product research, studies of store 
operation and merchandising trends, 
investigation of the proper place of 
all types of advertising in the candy 
sales picture, and ways and means 
of obtaining cooperation between 
the packaging, merchandising and 
sales departments in a single or- 
ganization. 

That was the advice handed to 
members of the National Confec- 
tioners’ Association yesterday by 
F. W. Brinkman, sales-service di- 
vision of the Independent Grocers 
Alliance Distributing Company, 
Chicago. Considerable time was de- 
voted by the speaker to packaging 
trends. 

“Slack transparent materials such 
as cellophane, pliofilm, etc., have 
had their greatest packaging in- 
fluence in the field of bulk candies,” 
he said. “With the placing of much 
candy heretofore sold largely in 
bulk, in the packaged merchandise 
class, has come a tremendous up- 
surge in the sale of candy through 
outlets which formerly accounted 
for only a small portion of candy 
sold. This includes the grocery 
store field, the chain stores, the self- 
service stores and all the other types 
of stores in this classification which 
have become very candy-conscious 
in recent years and move a very 
substantial volume of transparent- 
wrapped candy annually.” 


more time on 


Hold Off Campaign 


no sign that the National 
Confectioners’ Association will re- 
sume the advertising 
campaign which was tried a few 
years ago. One observer, active in 
the candy field, expressed the opin- 
ion that the reason the cooperative 
drive has not been continued is not 


There i 


cooperative 


WRVA covers — 
RICHMOND — 
AND NORFOLK 

IN VIRGINIA! 


~ GAret® (CO MATIONal OFPOTSENTATIVE 


that the campaign was unsuccess- 
ful but that an inadequate job of 
demonstrating its success was done 
for those responsible for it. 

As in all other industries the de- 
fense program is having its effects 
on the candy manufacturers. Col. 
M. Moffett, president of the Corn 
Products Refining Company, which 
supplies one-fifth of its product to 
the confectionery industry, said, “I 
think and hope that our two indus- 
tries will so conduct themselves as 
to give the maximum of aid and 
minimum of interference to this 
great national effort.” 

Candy manufacturers who use 
nuts in their products are facing a 
situation which includes shortages 
of imported nuts due to lack of 
shipping space, according to Harold 


J. Clay, associate marketing spe- 
cialist, U. S. Department of Agri- 
culture. He expressed the belief, 
however, that domestic nuts would 
be in ample quantity to take care of 
demands unless too many peanuts 
are crushed for oil. Although he 
forecast higher nut prices and in- 
creased manufacturing costs, he 
observed that the buying public also 
will have more money to spend until 
increased taxes take up the slack. 

As a result of the defense pro- 
gram candy packages which have 
been based on foil will be out of 


papers which have been used in 
wrapping and labels,” he = said. 
“Waxed papers will probably con- 
tinue in ample supply although here 
again you may find it necessary to 
switch from a bleached to an un- 
bleached sheet or at least one not 
so white.” 


To “Baby Talk” 


F. C. Blanchard, formerly on the 
New York sales staff of House 
Beautiful, has joined the sales staff 
of Baby Talk, New York, in charge 
of the metropolitan edition. 


Adds Six Accounts 


Cary-Ainsworth, Inc., Des Moines. 
has been appointed to handle 
advertising of these companies: 
Chamberlain Sales Corporation, Des 
Moines, hand lotion: New Method 
Equipment Company, _Indiano):; 
la., farm machinery; Pepsi-Co); 
Bottling Company, Des Moine 
beverages; Guardswell Paint Mfg 
Company, Des Moines, paints an 
waterproofing products: Tidy Hous: 
products, Des Moines, cleanse: 
polishes and waxes; and Gibb 
Cook Tractor Company, Des Moin« 
tractors and industrial equipmen: 


the picture for at least a year anda 


half, in the opinion of D. C. Everest, To Direct Circulation 


Wilson, 
circulation counsel, has 


president, Marathon Paper Mills 
Company, Rothschild, Wis. “A sim- 
ilar situation seems to be develop- 
ing in highly glazed and 


Charles _ H. 


pointed = circulation 
coated | Scientific American. 


publishers’ 
been ap- electrical signalling devices, has a 
director for pointed Ferry - Hanly 


Edwards to Ferry-Hanly 
Edwards & Co., Norwalk, Con; 


Compa ( 
New York, to direct its account 


a 


LTO VOLU | . 
IN VAST VICINAGES & 


CLUSSAL COVERAGE Oi 


Here, massed under one giant top for maximum 
economy in selling, are the combined Sunday au- 
diences of the New York News, Chicago Tribune 
and Philadelphia Inquirer. Gathered ready to see 
your show are 5,972,011 families—including 82% of 
New York’s, 73% of Chicago’s, 74% of Philadelphia’s 
—which you can turn into a tidal wave of buying 
at low cost. 

Presented in the nation’s No. 1 Sunday roto pic- 
ture sections, your advertising will deliver the full- 
market, full-family impact which starts customers 
counterwards in America’s first three metropolitan 


/ <a ) ee 


ME VENDING 


markets which account for 21% of all United 
retail sales, and as much as the next 15 cities 
bined or the subsequent 58 combined. 

Let a representative give you the facts of 
sumer buying power and dealer tie up-— of flex 
in the use of different copy on the same ¢ 
the use of the same copy on different dats 
comparative coverage costs, and other po 
reasons why it will pay you to base your dri 
more business on the locally edited roto pj 
sections of America’s first three newspape 
America’s first three markets. 
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. year ending April 30, according to with $2,239,001 for the preceding liminary report, was $135,031, com- 259, compared with $1,305,635 for 
rove re its Harry B. Goldsmith, president. With year. 


New Ad Technique 
for Sales Boost 


Two New Products to 
Be Brought Out During 
Coming Year 


st. Louis, June 5.—A new tech- 
ue in advertising and merchand- 
g was primarily responsible for 


t ll!» per cent sales increase of 
Gove Laboratories, maker of 
Biomo Quinine, during the fiscal 


an increase in federal and _ state 
taxes of approximately $100,000, the 
company’s earnings were approxi- 
mately 6 per cent greater than dur- 
ing the preceding year. 


Advertising plans for Bromo 
Quinine have been greatly aug- 
mented for the coming year, Mr. 


Goldsmith announced. The company 
also will market two new products 
which have been tested during the 
past year. 


Cincinnati Advertising Products 

Net income for 1940 was $12,552, 
compared with $15,954 for 1939. 
Koppers 


Net income for the year ending 
March 31 was $4,233,518, compared 


Pitney-Bowes Postage Meter 


Net profit for the year ending 
March 31 was $562,041, compared 


with $591,524 for the previous year. 


Esquire 
Earnings for the year ending 

March 31 were $302,060, compared 

with $221,430 for the preceding year. 


May Department Stores 

Net profit for the vear ending 
Jan. 31, 1941 was $5,046,798, com- 
pared with $4,402,894 vear 
previous, 


for the 
Gorham 


Net income 
Jan. 31, 


for the year ending 
1941, according to the pre- 


pared with a net loss of $48,072 for 
the preceding year. 
Fuller Brush 
Net income for 1940 was $410,613, 
compared with $462,664 for 1939. 
Decca Records 
Net earnings for 
712. 
Diamend T Motor Car 
Earnings for 1940 were $239,087, 
compared with $301,394 for 1939. 


1940 were $433,- 


Fairchild Aviation 
Net income for 1940 was $648,698, 
compared with $422.740 for 1939. 
Wesson Oil & Snowdrift 
Net earnings for the 
ending March 1, 1941 


months 
$781,- 


SIX 
were 


JOKCENTRATED CUSTOM 


$9720 
AVERAGE 
NET Pain 
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«HUGH 
CHENOWETH, 


une E 'SRRELL, 220 East 42nd Street, New 
“ily, Muay Hill 23033 » JAMES CRAWFORD, 
- Towe', Chicago, Illinois, Superior 0100 
+ TRICK, 155 Montgomery Street, San 
men, C3 


wa, Garfield 7946 + A.D. VAN ALLEN, 
et, NW, Atlanta, Georgia, Main 6522 


pring St 


The First 3 Markets Group reaches 20% or more of all 
the families in the 219 counties (shown in black) which 
account for 32% of all retail sales made in America. 
Coverage of all families in these counties is 59%. 


the like period of the previous year. 


National Biscuit 


Earnings for 12 months ending 
Mar¢éh 31, 1941, were $11,134,590, 
compared with $11,767,470 for the 


previous year, 


Federal Motor Truck 

Net for 1940 was $296,223, 
compared with a net loss of $175,778 
in 1939. 


Lily-Tulip Cup 

Net 
119, 
1939 
Shell Union Oil 

Earnings for 1940 were $15,654,- 
678, compared with $11,805,713 for 
1939. 


loss 


for 1940 $644,- 
with $682,217 for 


income 
compared 


Was 


Distillers Corp.-Seagrams 


Net income for six months ending 


Jan. 31, 1941 was $1,990,080, com- 
pared with $5,930,008 for the year 
preceding. 
Colgate-Palmolive-Peet 

Net profit for 1940 was $4,044,- 
760, compared with $6,494,606 for 


1939. 


Life Savers 


Net income for 1940 was $1,016,- 


877, compared with $1,024,927 for 
1939, 
P. R. Mallory & Co. 

Earnings for 1940 were $612,242, 


compared with $463,643 for 1939. 


Perfect Circle Co. 
Net income for 1940 was $323,446, 
compared with $344,804 for 1939 


Continental Oil 

Net earnings 
317,658, 
for 1939. 


Libby, McNeill & Libby 

Net income for the year ending 
March 1, 1941 was $2,660,847, com- 
pared with $3,782,237 for the 53 
weeks ending March 2, 1940. 


1940 
with 


for 
compared 


were $4,- 
$6,304,504 


Columbia Broadcasting 


Net income for the quarter end- 
ing March 31, 1941 was $1,487,686, 
compared with $1,284,331 fer the 


comparable period a year previous 


Conde Nast Publications 
for the quarter ending 
1941 were $181,490, com- 


Earning: 
March 31, 


pared with $191,692 for the like 
period a year ago. 
Cream of Wheat 

Net protit for the vear ending 
Maren 31, 1941 wa $1,098,551, 
compared with $1,044,127 for the 
preceding yeai 
Kimberly-Clark 

Net income for the vear ending 


March 31, 1941 was $2,050,549, com- 
pared with $2,797,750 for the 
ceding year 


Owens-Illinois Glass 

Net profit for 12 months ending 
March 31, 1941 was $7,297,003, com- 
pared with $8,884,066 for the yea 
previous 


pre- 


American Tel. & Tel. 

Net income for 12 months ending 
Feb, 28, 1941 was $215,820,096, com- 
pared with $198,220,489 for the pre- 
ceding year, 


Caterpillar Tractor Co. 


Earning for the vear ending 
March 31, 1941 were $8,781,342, 
compared with $6,546,819 for the e 
year previous, : 
Kellogg Switchboard 

Earnings for 1940 were $303,241, 
compared with $218,061 for 1939 


ZANAAAAAAAAAAAAAAASANEANDY 


CROSSED :- 


DEADLINES, with cheers, when 
you ship your plates and cuts by 
RAILWAY EXPRESS, at the speed 
that speeds up speed! Just as tast 
tor everything else, and at low, eco 


nomical rates. A phone call brings us 

AIK EXPRESS 
-4 miles a4 minute 

RAILWAY XPRESS 
AcEnecy Ine 


NATION-WIDE RAIL-AIR SERVICE 
WAANAAAAAAARARAAARAAN 


For Super-speed use 


WANANAAAAAAAAAAAAARARS 


ANAAAANANANAAAAAAAAARAN 
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Voice of the Advertiser 


This department is a reader’s forum. 


Cardinals Draw Crowd 
with Cartoon Copy 


To the Editor: I am sending you 
proofs of the advertising campaign 
we ran in connection with our first | 
night game of the season against the | 
Pittsburgh Pirates, Friday, May | 
23. I believe this is the first time a | 
baseball club has used this cartoon | 
form of advertising. In fact, base- | 
ball clubs generally do very little 
advertising. 

As you will note, there are three 
series of small ads with four in 
each series. The night game came 
on a Friday evening and a series of 
the smaller ads was run in each of 
the three St. Louis papers daily for 
the four days preceding the night 
game. Then on the day of the game 
a larger two-column ad was run in 
all three papers. 

You will note the cartoon type 
using the cutline “I gotta get out of 
here for that first night game” was 
used in the Globe-Democrat. The 
series using the cutline “That re- 
minds me...I must get tickets for 
that first night game!” was used in 
the Star-Times. In the Post-Dis- 
patch we used the series of draw- 
ings in which stars on the team in- 
vited people to come out to the first 
night game. 


All these advertisements were 
run on the amusement page with 
the idea that baseball fans who 
read the sports pages would be 


familiar with the night game from 
the sports columns and by placing 
it on the amusement page we were 
endeavoring to reach the thousands 
of people who consult the advertise- 
ments on this page seeking evening 
entertainment, our intention being 
to seek new baseball fans and to 
bring in, in addition to the regular 
patrons of the game, people who are 
not free to go to afternoon games 
during the week but who are seek- 
ing amusement during the evening. 

While the game was well at- 
tended, the crowd totaling 18,555, 
it is difficult to ascertain just how 
effective was the advertising be- 
cause the Cardinals had defeated 
the Brooklyn Dodgers in two games 
just previous to the night game to 
gain a firm hold on first place in 
the National League race. However, 
the fact that the game drew a crowd 
of this size with a smaller advance | 
sale than normally prevails for a| 
crowd of this size indicates that | 
many persons who do not normally | 
attend games were guided to this | 
game through consulting the amuse- 
ment pages, as the regular patrons 
usually buy tickets in advance. 

G. E. STAPLEs, 


Secretary, St. Louis National 
Baseball Club, St. Louis. 
v v v 


Bank Slogan Becomes 
Defense Bond Aid 


To the Editor: I am enclosing two 
advertisements which I believe will 
be of interest to you and readers of | 
ADVERTISING AGE. 


| curity 


CARTOONS GO TO 
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1 GOTTA GET OUT FOR 
THAT FIRST NIGHT GAME!” 


CARDINALS vs. PITTSBURGH 


Friday Night 8:30 


Letters are welcome. 


“COME OUT FOR OUR 
F/PST NIGHT GAME... 
YOULL ENJOY IT!” 


CARDINALS vs. PITTSBURGH 
Friday Night $:30 


BAT FOR BASEBALL 


THAT REMINDS ME... | MUST 
GET TICKETS FOR THAT, 
F/R?ST NIGHT GAME! 


CARDINALS vs. PITTSBURGH 


Tomorrow Night 8:30 


The St. Louis Cardinals, by using a series of ads in the city's three daily news- 
papers, built up a substantial attendance for its first night baseball game of the 


season 


May 23. 


They show how our agency has | 
adapted a current series of adver- 
tisements for a client to the newly- 
generated campaign for defense 
bonds. You will note how we have 
taken a very familiar slogan “That's 
My Bank!” and also used it to plug 
the bonds. 

This advertising is currently ap- 
pearing in all New York news- 
papers printed in English as well as 
the Jewish Morning Journal, Jew- | 
ish Day, Jewish Daily Forward and | 
also The Christian Science Monitor | 
and “The Chief.” 

J. CLARK SAMUEL, 

Publicity Director, Anderson, 

Davis & Platte, Inc., New York. 

v v v 


Sell Advertising as 
Form of Communication 

To the Editor: For advertising 
men or advertisers to make speeches 
before advertising men defending 
the raison d’etre of advertising is 
great nourishment for the vanity 
or pomposity of the speaker, but 
it’s still carrying coals to Newcas- 
tle. A heavily-taxed public seek- 
ing economies, is not likely to read 
such speeches with sympathy, even 
if it could get them. 

My idea is to sell the public ad- 
vertising as a form of communica- 


tion. What one man devises in 
Philadelphia, another man _ soon 
learns about in San Francisco—and 


the comfort of both is increased 
Advertising spreads benefits quickly 

Today’s consumer knows he pays 
more for milk than his father did, 
as he does also for tobacco, cloth- 
ing, shelter and nearly everything 
else he buys. You are not going to 
convince him that advertising keeps 


| the price of commodities down by 


making mass production possible 
Your explanation of higher taxes, 
higher wages to workmen, social se- 
levies and a host of other 
costs, which the product must bear, 
would have to be too lengthy and 
would be too involved for him to 
absorb without considerable study. 

On the other hand, the consumer 


ADAPT SLOGAN TO DEFENSE BONDS 


' DRY DOCK | 


SAVINGS INSTITUTION 


Fomaded 1848 * Over 160,000 Depentons 
urrown 
90) Si and Lemngron Ave 


DOWNTOWN 
M4) Bowery a: Sed Se 


A familiar slogan, “That's my bank!', is 
in a current series of advertisements for 


, 


tee 
aa oa « S.. as 


UNITED 
STATES 
SAVING 


! 


Bo Buy yours at the 


DRY DOCK 
SAVINGS INSTITUTION 


as on Bool! 


UPTOWN S96 & end Lemmgier Ave 
DOWNTOWN 546) Bowery o: ted & 


- 


neatly turned into “That's my bond! 
Dry Dock Savings Institution, New York 


has always been willing to pay for 

improved communication — of the 

word or of his person—more for 

telegrams than for letters, more for 

automobiles than for carriages, more 

for airplane than for railroad travel. 

J. B. MILcraM, 

Advertising & Merchandising 
Manager, John F. Trommer, 
Inc., Brooklyn, N. Y. 
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War Department Asks 
Aid in Boosting Slogan 

To the Editor: The War Depart- 
ment requests your cooperation and 
assistance in popularizing its re- 
cently adopted slogan and design. 
It is the desire of the Department 
to make “Keep ’em Flying!” the na- 
tional slogan for the duration of the 
emergency, and one that will be- 
come the popular everyday expres- 
sion used by persons of all ages and 


GOly 


* 


7 


> ae 
Em ¥ 


in all walks of life. It is designed 
to focus the public mind on unity 
of purpose and action in our Na- 
tional Defense effort and, inciden- 
tally, to keep our pilot needs before 
the public. “Keep ’em Flying!” ap- 
plies to the wheels of progress in 
the whole National Defense pro- 
gram as well as to airplanes. 

The objective, of course, is to get 
people everywhere to use. the 
phrase “Keep ‘em Flying!” as an ex- 
pression of felicity, high morale, or 
as ‘a toast, to the point where “Keep 
‘em Flying!” will replace such ev- 
eryday expressions as “So long!”, 
“I'll be seeing you!”, “Down the 
hatch!”, “How!” and similar expres- 
sions. 

You and the hundreds of other 
patriotic citizens being appealed to 
can render great assistance in mak- 
ing this matter a success by using 
the slogan and design for the dura- 
tion of the emergency in any way 
practicable and agreeable to you 
that will keep it constantly before 
the public. 

In order to interest and procure 
the 120,000 applicants needed an- 
nually to supply the required num- 
ber of qualified young men under 
the program of training 30,000 new 
pilots each year, it is necessary to 
arouse the highest possible national 


* 


& 


| interest in flying cadet training. The 
| cooperation 


and assistance re- 
quested of you in the use of this 
slogan and design will be of great 
help in accomplishing that end. 
This appeal is for purely volun- 
tary and patriotic cooperation with 
the War Department. 
E. S. ADAMS, 
Major General, The Adjutant 
General’s Office, War Depart- 
ment, Washington, D. C. 


London’s Press Can 
Take It, Too 


To the Editor: Enclosed 
story on London’s war weapon week 
advertising, together with two press 
advertisements. 

The offices of the World’s Press 
News and Advertising World have 
been totally destroyed and as a re- 
sult all the documents concerning 
foreign advertising have been de- 
stroyed as well. 


is a 


Would you mention this in A. A. | 
friends | 


and perhaps some_ kind 
might let me have a copy of the 
Standard Rate & Data Service, di- 


rectories of agents, advertisers, mar- 


ket surveys, etc. 


We are planning new offices and 


meanwhile we are in temporary of- 


fices with a big publisher, Messrs. | 


Odhams, Ltd. But all reference 
books could be addressed to my pri- 
vate address, 2 Gt. Bushey Drive, 
London, N. 20. 

For all our trouble, World’s Press 


News has not been an hour late 
since the war and that also applies 
for the week in which we were 
blitzed. 


I will let you have my business 
address as soon as I am certain of 
it myself. 

F. A. MARTEAU, 

London, England, May 26, 1941. 

[Editor’s Note: Mr. Marteau, 
editor of the two publications men- 


‘tioned above, is also London cor- 
respondent for ADVERTISING AGE. 
The reference books he mentions 


are being sent to him, and the in- 
teresting story of London’s war 
weapon week advertising appears 
elsewhere in this issue. ] 


. Vw 


Direct Safety Tie-Up 
To the Editor: We can heartily 
endorse your editorial “Advertising 
for Safety” in today’s issue. And 
we can endorse it with more than 
words, 
Speaking of the good work of the 
National Safety Council, you say 
. and since it is highly desirable 
to continue to employ advertising 
to educate the public to traffic haz- 
ards and how to avoid them, many 
local campaigns of this kind will 
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TIE-IN 
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And his Grey-Rock dealer gave him a 
certificate to prove it. National Safety 
Council* set up a standard schedule of 
brake servicing. Grey Rock dealers are 
pledged to follow that schedule. But that | ™ . | 
isn't all. They use Grey-Rock Engineer | 
ing Methods and they reline only with | | 
Grey-Rock Balanced Brake Linings. You 

get quick. quiet. smooth stops irom these brake specia! 
ists. So eyes front till you see the Grey-Rock sign. Then. 
man. drive in. 


2 


a 
Seacmen | 
} 


USE THE LININGS TRUCKS AND BUSES USE 


BALANCED BRAKE LININGS 


Unied States Asbevios Divan of Rerbevios Moshetion. In 


National Safety Council standards { -m 
the nucleus for the entire 1941 ad. or. 
tising and merchandising program of 
United States Asbestos Division fo: its 
Grey-Rock brake linings. 


undoubtedly be organized and »ro- 
moted.”’ 

We enclose a few proofs fron thy 
current series of advertisement 
ing run by our client, United S ates 
Asbestos Division of Raybe -tos- 
Manhattan, Inc., for Grey- tock 
Brake Linings in Collier’s, Life Th 
Saturday Evening Post and Ti 

Note the direct tie-up with Na- 


tional Safety Council. At the sug- 
gestion of Grey-Rock engircers 
National Safety Council organized 
an impartial committee to ul 


certain standards for brake scrvic- 
ing work, which were then adopted 
by Grey-Rock and sent to all ( 
Rock shops as a guide to safe brake- 
servicing work. 

Grey-Rock’s entire 1941 advertis- 
ing and merchandising prog) . 
of the Na- 


built around the idea 

tional Safety Council standards and 
we are now considering plans to 
promote this idea even more force- 


fully next year. 

Aside from the altruistic angles 
of this promotion, there ple 
proof of its effectiveness as sales- 


1S 


|making advertising, for Grey-Rock 


is this year enjoying the greatest 
sales increases in its history. 
R. W. GRAHAM, 
Gray & Rogers, Philadelph 


KDYL 


Showmanship 


attracts and holds 
larger audiences 


Intermountain 


...and that means 


OPPORTUNITIES 


in the 


Market 


SALES 


for you 
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That's what 
| call a 


reference 
book /... 


H. EE. Christiansen, Vice-President, Henri- 


° } ; Hurst & MeDonald, Inc. savs 
DVERTISING agencies and manu- H | ; 


“This is 


the type of market information 
facturers in every section of the ie 7 —, ee + 
Py fi = ‘ e ° 


country are enthusiastic in their com- 
ments on the Consumer Markets Edi- 
tion of the Market Data Book. 


Typical of these comments is that of Mr. 
Christiansen: “In our opinion the 1941 
edition of the Market Data Book is one 
of the finest reference sources that has 
come to our attention. 


“Both our radio and media depart- 
ments are enthusiastic about the Data 
Book because of the concise manner in 
which it condenses and segregates im- 
portant market information, and in a 
manner that makes it easily used.” 


1942 CONSUMER 
MARKETS EDITION 


The 1942 edition of the Market Data Book, 
now in preparation, will contain all of the 
latest revised figures on all consumer mar- 


kets. County, city, state, regional and na- ——= SN 
tional totals showing population distribution > Nj 
and sales potentials, will include all recog- ~ s 


nized indices of consumer buying power. 
The Market Data Book is complete, organized, 
permanent—used wherever national advertis- 
ing is bought. 


—— 


Designed to help Advertisers aud Agencies to know thet Markets / 


THE Market Data Book 


NEW YORK CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO 
330 W. 42nd St. 100 E. Ohio St. Walton Bldg. Garfield Bldg. Russ Bldg. 
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20 ADVERTISING AGE June 9, 194) 
use it for the purpose of stealing TYPICAL OF ACME'S 1941 CAMPAIGN 
- the good will of another.” 
Our Own Legal Quiz - VI Cictalien 90. May an olvettion 
refer to his product as “original”? 
Answers to Readers’ Legal Questions aaa oe ee really 
$s O al. 
By HARRY HIBSCHMAN Question 40. Must an advertiser 
7 , ‘ state that a testimonial has been 
[Editor's Note: The following! dealer who had sold the magazine. paid for? 
questions have been submitted to It was held that, though a statute Answer 40. No. 
Mr. Hibschman by readers of Ap- defined civil libel so as to include Question 41. May a newspaper 
VERTISING AGE or by members of Gefamation of the dead, there was 4, magazine reject an advertisement 
audiences of advertisers, advertising ™° OMe who could maintain a suit if it does not violate any law, such 
~ for such defamation. It is different, 


men and businessmen in general 
which he has addressed recently on 
the Pacific Coast. This is the sixth 
in a series of such answers. Addi- 
tional questions of general interest 
are welcome, and will be dealt with 


in subsequent discussions. | 


Question 34. Who owns the script 
or continuity of a radio program— 
the writer, the advertising agency, 
the advertiser, or the station? 

Answer 34. The advertiser, un- 
less there is a specific agreement to 
the contrary. 

Question 35. 
other relative 
statements 
daughter 
magazine? 

Answer 35. There is’ no such 
thing as a right of action for dam- 
for libel of the dead, though 
there may be a criminal prosecution 


Can a 

sue 
about 
printed 


father or 
for derogatory 
his deceased 
in a national 


Os 
age 


in about half the states. A father 
who believed’ certain’ published 
statements about his deceased 


daughter to be defamatory brought 
sults against a number of news 
venders in Texas a year or two 
ago. One of the cases argued as a 
test was decided in of the 


( 3) FLLe would be a This, 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Roto-Lith. We double dare 
you to stump us. Phone for our con- 
sultant 


ROJO-LITH Co. 


favol 


201 N. WELLS ST. CHICAGO 
DEA. 85S7 - HEM. 2211. 


of course, if the father or other rela- 
tive is himself libeled in the article 
to which he objects. But in that 
case the right of action is based on 
injury to his own reputation and 
not on injury to his deceased daugh- 
ter’s reputation. 

Question 36. Can a state legally 
prohibit the advertising of tobacco 
and tobacco products on billboards? 

Answer 36. There are statutes to 
this effect in several states, and at 
least one appellate court has held 
such a law. constitutional, even 
though it exempts newspapers, 
magazines and radio stations. 

Question 37. Can a person have a 
trade-mark if what he produces is 
of such a nature that the trade- 
mark cannot be affixed to it or its 
container; for instance, an advertis- 
ing scheme or idea? 

Answer 37. No. A trade-mark 
must be affixed to the article or to 
the container in which it is sold. 
Bank Night, for example, could not 
be protected by registration 
trade-mark. 

Question 38. On what theory of 
law can a man be prohibited from 


as a 


using his own surname for business 
purposes? 


Answer 38. On the theory of un- 
fair competition. If by using his 
own name a man leads the public 
to believe that his goods are those 


of a well-known and _ established 


competitor, such use will be en- 
joined, unless it is somehow made 
clear that the name is not that of 
the competitor, though in spelling 
and sound it is the same. As one 
court said: “While it is true that 
every man has a right to use his 
own name in his own business, it 


is also true that he has no right to 


as the Wheeler-Lea Act? 

Answer 41. The publisher of a 
newspaper or magazine may refuse 
to accept any advertisement without 


giving any reason, unless he is 
bound by some contract. He does 


not even have to accept a legal ad- 
vertisement, for instance, a 
notice of a sheriff's sale. 

Question 42. Is the reading of a 
copyrighted poem on a radio pro- 
gram permissible without the con- 
sent of the copyright owner? 

Answer 42. It has been held that 
such a reading does not constitute 
infringement of the copyright as it 
is not the making or distribution of 
a “copy.” This conclusion has been 
severely criticized but appears to be 
sound under the copyright act as it 
reads today. 

Question 43. Does an advertiser 
violate any property rights if he 
hires an airplane to drag an adver- 
tising sign through the air or to 
boost his product by sky-writing? 

Answer 43. It used to be that a 


as, 


man’s title to real estate was 
thought to extend to the center of 
the earth beneath and to the sky 
above. But with the coming of the 
airplane this idea was modified, 
and the courts now hold that it is 
not trespass to fly over another's 
land at a reasonable height. Sky 
advertising, therefore, seems to be 


safe from claims for trespass. 
Question 44 Does a newspaper 
magazine that has sold space to 
an advertiser have the right to 
censor his copy? 

Answer 44. Most advertising con- 
tracts provide that copy must be 
subject to approval. This is true, 
also, of radio contracts. 

Question 45. Is it permissible to 


or 


say in an ad that “corns have 
roots?” 

Answer 45. This is one of the 
expressions that the Federal Trade 


Commission has declared objection- 
able. 

Question 46. I understand 
the FTC has recently made 
ruling regarding the advertising of 
short wave diathermy devices. Will 
you please explain what the ruling 
was? 

Answer 46. False advertising of 
such devices was enjoined by Judge 
Goddard, of the United States dis- 
trict court for the southern district 
of New York, a few months ago on 
the application of the Commission. 
Specifically the defendant was re- 
strained from further advertising 
that its device or apparatus consti- 
tutes a scientific, safe, harmless and 


that 
some 


effective means for the treatment of 
rheumatism and other ailments 
when used by the unskilled lay 


public and from disseminating ad- 
vertisements that fail to reveal that 
such a device may be safely used 
only after a competent medical 
practitioner has determined that 
diathermy is indicated and has pre- 
the frequency and amount 
of the application of such treat- 
ments and after the user has been 
adequately instructed in the use of 
the device 


scribed 


Olive Oil Association 


Names Ad Committee 


The Olive Oil Association of 
America, Inc., New York, has 
named a special cooperative adver- 
tising committee to prepare the 
groundwork for a new campaign 
aimed at acquainting the consumer 
with reputable brands of olive oil. 

J. M. Calderon of Victor M. Cal- 


deron Company, Inc., has been 
named chairman of the committee 
Date for the start of the campaign 


is yet to be announced. 


Eno Uses Papers, Radio 


Ritchie & Janvier, Inc., Bloom- 
field, N. J., has released advertising 
schedules on Eno, effervescent salt 
produced by J. C. Eno, Ltd., in 11 


major markets, using newspapers 
and radio. Atherton & Currier, Inc., 
New York, is the agency. 


This is one of the newspaper advertisements now being used consistently », 
Acme, which also promotes its popular product by outdoor advertising and ra 


Consistency, 
Early Start, Keys 
fo Acme Leadership 


San Francisco, June 4.—Reaffirm- 
ing the claim that consistent use of 
advertising space pays real divi- 
dends, Acme Breweries, San Fran- 
has gradually boosted its 
small but startling pre-repeal cam- 
paign to an annual expenditure of 
well over half a million dollars. 

Acme’s first two-column. three- 
inch advertisements were daringly 
placed in San Francisco newspapers 
during the weeks just preceding re- 
peal and they promised that “the 
same fine beverage, Acme beer, can 
obtained in restaurants, hotels 
and stores ... the first day its sale 
is legal.” 

Those initial small advertisements 
were important far out of propor- 
tion to their size, according to Karl 
F. Schuster, president Acme 
Breweries, and were worth more 
before repeal than full pages would 
have been after the law became an 
accomplished fact. 


“Like Sore Thumbs” 


“These small advertisements stood 
out in the papers like sore thumbs,” 
Mr. Schuster said, “for they were 
the only beer advertisements appear- 
ing at a time when everyone was 
speculating about repeal. I believe 
these six-inch advertisements had 
considerable to do with Acme taking 
a place of leadership that first year 
repeal, and maintaining that 
position every year since.” 

In another daring step, 
later launched a campaign on the 
“non-fattening’” theme in the face 
of a generally-accepted belief that 


cisco, 


be 


of 


ot 


Acme 


beer and big paunches were syn- 
onymous. “For several months after 
starting that theme we were the 


laughing stock of our competitors, 
who thought we were making our- 
selves ridiculous with an impossible 
claim,” Mr. Schuster said. “It wasn't 
long however until it became evi- 
dent that the public believed our 
claim and showed its preference fo1 
a light, dry beer.” 

So startling 
Acme was called 
case, and did, 
Trade Commission. Other brewers 
have since used the non-fattening 
appeal and it has been adopted by 
the United Brewers Industrial 
Foundation 


claim that 
to prove its 
the Federal 


the 
upon 
before 


Was 


Sales Soar 
Acme has been the largest selling 
California beer every year since 
repeal, with a mounting margin of 
leadership, according to Mr. Schuster 
In 1940 its totaled 16,499,113 
gallons, a million gallons over 1939's 
previous record-breaking total and 
topping its nearest competitor by 
more than five and a quarter mil- 
lion gallons 
In addition to being a consistent 
user of newspaper space, Acme for 
several years has been the largest 
user of outdoor advertising in Cali- 
fornia. This spring it again added 
radio to its program, sharing 
new show, “Barrel of Fun,” 


sales 


with 


A edt and Read y/ 


4 Will be proudly served by es4, 
(; » rants, hotels and grocer the 


be, | first doy that real beer co sold 


CALIFORNIA BREWING ASS Arion 
ewes of Aome bee 
762 Fulton St. Sen Froncsee Prone _ 


PRetailers should orde 


owle 


Acme Breweries 


Before 

Francisco, built up intense consun n- 

terest with two-column three-inch »ows. 

paper ads promising a fine beverage 
“the first day its sale is lega 


repeal, 


the | 


other leading breweries thro 
the country. 

Acme advertising is handl y 
Brisacher, Davis & Staff, San n- 
cisco. 


Big Ben of Temperature 
Bids for Landmark Fame 


What is claimed to be the | est 
glass tube thermometer in the ld 
has gone on display outside the 
showrooms of the Petrol Corpora- 
tion, Philadelphia, fuel oil nd 
heating service company. 

The giant heat indicator 28 
feet high and 30 inches wide nd 


represents an exact replica of th 


home-type thermometer. Eighteen 
gallons of an anti-freeze solutior 
colored red, are used in the 

tube. The thermometer w: ie- 


signed and erected by the Gi 
Outdoor Advertising Compan) 
York. 


Appoints Point O’Sale 

Compton & Sons, St. Loui 
lithographer, has appointed Point 
O’Sale Advertising Company, N¢ 
York, as representative in the Nev 
York area. 


SM loose -lea! binding 


ix getting the call fre 
aM 
hea 


like Clhryster ss 
| others, because it 
\ be goml page tse 
—\Fey lors that must stat ho 
t- Sh i. of handling. M Re 
lined rings, set clo ar 
| 


keep pages from tear 


page stre 
Less weig 


aoo more 

Wij tual test. , 

open pages lie 
aligned. let 


fectly = 
nickel, 4 to 1 


AO ig 


. Div. of The Fred Goat 
a >} 318 Dean St., Brookly 


. 
is 
sare y pom . 
emo : " 
a he new 
Se ine ; 
bind ns 
\ 


) 


" | J 
b Lc 
i Es 
ee a ne 
& a . ‘ Ad 
i. Ps wet \\ e ~ an 
7 -, ee " 
- Ss —— so vee ; » 
. u “ i fe? s 4 — see % Tu 
ae , i Mies Pra . sidiiaiiahe ra 
o = > _ ; a r } Phe iat ee. 4 emg dit 
ate Pa pé 
ee = 
m¢ 
sid 
eee Fes: the 
" * : . or n 
ie © m 
7 - ~ — fol 
F ui | . , 
y CHAW= the 
ae or a col 
— Ne BEER” } 
Ca 
Ps the 
C | a 
~ sine a ————— 9 
e 
q - ae . 
, Inc 
Sul 
bas | a ae a s&s a = 
ce ee 1 gra 
= —50° oO WAT > 
ore zs it 
2s ; oe ._t <3 re 
: eee ee ee be : 
‘ Bsn ieee & .\ (oo0%)) 
ae . 900. tts. a: Ri. g more PAGE| 
= = \ ? e owe - to 5000 wa f equency "" “a Zz ~ ~ (1 STRENGTH ! " 
a creo” ie the favorable : ice \8 tal | hy Ww so.vus! }§ 
| cose KC, thh fornilice —_ ' ie ey Wit NG vm 
of 5 8 e will de wver mor e 2 \ \ / : 
ft . - e é 
oe ears On the O' Su eniarge4 faQy is ~ 
ee | Y owertul sign? lous center of | geo 
_— . P dience in rhe sopl ee Ga : i 
Bc. ris New York oto" a. ar : 
a 4 rr S 
SS pase SYR cyRACN eo all ‘i 
F vee oe = 
i 7 gTATION * ® i es | 
his ey, anh. © WILDER ae Whe, ge! : 1005! ua * 
: 7 a 3 | : | : , 
ae & | Xj a RA 
: <a * . 
> 
ws a ie ; sae ; 
— - ea. es ad: . ¥ he NY Tae Pbk ee ee en at ee | SE ae. 
wrt ee TRE Se rm eae) in ae bei. Dye dae a he, 
eRe ls Beer seth rote ee is i= i Sate * ~ 2 i. 5 # We ie PE ae sare ee Ye: 
SF Sena Rg i OEE ae Oe Se aS 
My ec ir li) a a 


June 9, 1941 ADVERTISING AGE 21 
support come from business men the South. McCann-Erickson to 
m . and industrialists. In this coopera- More important, perhaps, than ° ° 
The Business Digest tive effort, the TVA not only con- the tangible accomplishments of Direct Squirt Ads 

—" . tributes technically and financially this phase of the TVA activities, McCann-Erickson, Inc., Los An- 
Significant Developments in Trade and Industry as but acts to unify efforts toward a Mr. Lilienthal feels, is the develop- Beles, _ been Paes “3 ger ha 
Reported by the Business Press common end. ment of the technique of joint ac- ake F nar po ssl pa real i 

a Edited by RALPH O. McGRAW Other examples of accomplish- tion between the federal govern- a . 


Leoor Is Outtrading 
Em ployer on Wages 
lanagement is losing in_ its 
horse-trading methods of dealing 
wit) labor’s demands for increased 
waves and unless it begins to take 
the initiative in setting up a sound 
and logical basis for wage adjust- 
nents it will continue on the los- 
ing end, in the opinion of Albert 
Ramond, president, Charles E. 
Becaux Company, writing in the 
Jur issue of Commerce. In the 
ral instances where management 
did take the lead, citing the meat 
packers for example, wage adjust- 
nents agreed upon were generally 
more sound and mutually satisfac- 
tory. the writer asserts. 
Things that are legitimate con- 
; siderations in promoting wage ad- 
iustments should be defined and 
the influence should be determined 
n advance. Among the considera- 
tions Which might be listed as most 


. mportant, Mr. Ramond lists the 
‘ following: 
. 1. A basic wage level that is 


, the highest the industry can bear 
X consistent with reasonable profits. 
2. A balanced wage structure 
i calling for fair relationship from 
me job to another and between 


" the wage paid and the work done 
4 3. Recognition of variations in 
; the cost of living. 

4. Recognition of the company’s 
— the industry’s general prosper- 


5. Recognition of technological 
conomiec changes leading to 
ations or displacements 

6. Protection against temporary 
r permanent loss of a job. 
TVA Is Creating New 
Industries and Markets 
sia Because of great political pres- 
ld sure to discredit the TVA as a giant 
we ower development project in com- 


petit with private industry, one 
nd phase of the Tennessee Valley Au- 
t gram which is of direct 
28 FF be » business and industry is 
: little known to the general public 


and not much more so to business 


— men. That activity is the vast pro- 
gram of product and market re- 
ie. earch maintained by TVA which 
s beginning to prove of benefit to 
private industry and making for a 
ore stable economic life in one 
tf the greatest regions of the 
United States. 
Some of the accomplishments 
nd objectives of the TVA research 
Ne program are outlined by David E 
New Lilienthal, TVA _ director, in the 
June Industrial Marketing in an ar- 
—— ticle titled “How TVA Research is 
‘reating New Industries and Mar- 
ets.” For example, in North 
, ‘arolina a farm machinery manu- 
% lacturer has put on the market a 
a4 mall, economical trailer thresh- 
TH ng machine suitable for use on 
is! nall o1 hilly farms; in the same 
late the mining of vermiculite 
ised for insulation and building 
G aterial has been stimulated by 


rve of deposits made by TVA 
ecologists; elsewhere, three com- 
nding nies are manufacturing improved 
itomatic pressure cookers 
cessing oil from cotton- 


Sor of the industrial research 


COLOR CORRECTION 
COPY PHOTOS 
STUDIO PHOTOGRAPHY 
PHOTO ENLARGEMENTS 


RAP ) COPY SERVICE CO. 


*12° N.Wocker Drive... CHICAGO 
* « 5 Lexington Ave... NEW YORK 
* ‘inth-Chester Bldg... CLEVELAND 


Squirt Company, Beverly Hills, 
ments by this cooperative program ment, local institutions of the Cal ; : 
projects are carried on in TVA lab- include the development of an im- 
oratories by TVA engineers and mersion process and equipment for 
other technicians; most of them, quick-freezing of fruits, vegetables, 


people, and private business To “put Squirt in the public eye,” 
summer advertising will include 
copy in Collier’s and The Saturday 


however, represent a cooperative and meats: an improved process of Challenges FCC Order Evening Post, but major emphasis 
approach to Southern problems. refining kaolin, making possible its Member organizations of the °° to go on local media, including 


The research is carried on jointly greater use by manufacturers of Women’s National Radio Commit- ich on sag —— — posters, 
a ; ; ; “vanalli ~Sinede car cards a store displays 
with engineering and agricultural chinaware: the growing and pro- tee, New York, have circulated pe- — acca 
experiment stations of the uni- cessing of flax to produce a fiber tuitions protesting the recent report 
versities and the geological or suitable for spinning and weaving the cage Communications To Burns & Potter 
mmission affecting , ; * eb Cs ae . 

other departments of the state gov- on cotton mill machinery: and nr eer Al peas - Ripe K op . F. r. McCain, a ly with 

; ay els : erations. Copies of the petition may Evans & Associates, Chicago, has 
ernments; practical suggestions, many contributions to the better- ; 


es ; be obtained at the committee’s joined Burns & Potter, Chicago, as 
criticism, and sometimes financial ment of agricultural conditions in offices. 113 W. 57th street general manager 


FINE CHILDREN, LOVELY FLOWERS 
AND GOOD ENGRAVINGS 


An amazed printer* recently delivered the 220,000th press impression from an original 
set of one color halftones and four color process plates. No such record had ever been 
approached in all this printer’s 35 years of business experience, and even the engraver 
was astonished when told that the plates were being held for future printing ... Fine 
material, of course, can claim some of the credit for this unusual performance, but more than 
fine material is needed to produce fine engravings. Without experienced ability and 
thoughtful and intelligent care and direction, the finest of copper could never become a 
powerful and dependable medium for the reproduction of your ideas. It is with them and 
through them that Rogers has won a reputation for superior photo-engravings among the 
country’s most exacting buyers. The venerable plates mentioned above were made by Rogers. 


NOTE * The name of the printer will be given upon request, with his consent. 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President» MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE e¢ Phone: CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Defense Just Adds Fuel to 


oaring Boom 


Everything's Up and 
Going Higher in Motor 
Capital 


By H. E. GRONSETH 


Detroit, June 5.—Already on the 
crest of a business upsurge, indus- 
trial activity in the motor city has 
been given the further impetus of 
tremendous rearmament orders. 
The defense boom has been super- 
imposed upon what already were 
considered “good times.” Employ- 
ment and individual incomes here 
are slated for marked expansion. 
Unquestionably, Detroit has entered 
into a period of business activity 
such as it has never seen before. 

Many of Detroit’s business in- 
dexes recently have been flirting 
with new highs. Some are already 
over the 1937 and 1929 tops. And 
as yet, defense production has 
searcely begun. The long “get- 
ready” period required in any mass 
production effort, however, is near- 
ing the end, and before many 
months a flood tide of armament pro- 
duction will sweep out of Detroit 
plants, lifting with it all forms of 
business activity. New and much 
loftier peaks are in the offing. 


Already in Upswing 


With its major industry enjoying 
sharp recovery, Detroit had begun 
to feel the glow of prosperity before 
the first trickle of defense orders 
had reached its factories. The car 
and truck market was in the second 
year of an upward spiral that had 
risen out of the 1938 slump. Output 
for 1940 jumped 25.7 per cent over 
the preceding year to 4,692,338 units, 
a total which was 76.7 above the 
low 1938 volume. It was within 
6.4 per cent of the 1937 boom figure 
and was shy only 16.5 of the phe- 


in Detroit 


BUSY DEFENSE CENTER IN MOTOR CITY 


Le ore. 
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The Ford Motor Company's famous Rouge plant forms the background for this 


view of factory workers’ cars, parked in 


almost endless rows as their owners rush 


work on national defense orders in the Detroit plant. 


nomenal 1929 output which stands 
as the all-time high. 

Swinging into its new model pro- 
gram last fall, the motor industry 
rapidly accelerated its pace, reach- 
ing a new high for fall and winter 
production. Thousands more work- 
ers were added to payrolls. In some 
plants the premium on overtime 
was no bar to extension of working 
hours. Evidence of the increased 
activity is plainly visible in the 
traffic jams at the larger plants dur- 
ing change of shifts, and in the fac- 
tory parking lots which overflow 
with employes’ cars. 

Industrial workers are always 
good spenders when paydays are 
regular. Almost their first thought 
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A, organization especially set up to furnish 


detailed facts and figures is the IBM Service 
Bureau. Through the medium of punched cards 
and automatic machines, this Bureau will supply 
tabulated facts and fgures concerning sales by ter- 
ritory, product, and salesman. It will analyze con- 
sumer responses to questionnaires and furnish 
detailed printed reports as required. Branches of the 
IBM Service Bureau are located in principal cities. 
Call your local IBM office or write to International 
Business Machines Corporation, 590 Madison 


Avenue, New York, N.Y. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


. for detailed information. 


Offices in ec Principal Cities 


new or at least a better car. 
Both the new and used car business 
here has been flourishing as it never 
has before. The home appliance 
business has picked up substantially. | 
One of the leading finance com- 
panies reports a 20 per cent increase 
in commitments so far this year 
over the corresponding 1940 period. 
Except during the Ford strike, col- 
|lections were materially improved. 
| April department store sales were 
|up 19.1 per cent over April last year, 
while miscellaneous stores improved 
\their volume about 23 per cent. 
Stores and finance companies say 
that much sharper gains in their 
business would be shown were it 
not for strikes and fear of strikes. 

| Paradoxically, the volume of per- 
/sonal loans by workers rises as em- 
ployment increases. During lean 
times, the average worker is cau- 
tious, but back on a payroll, and 
with some assurance that payments 
can be met, he doesn’t hesitate to 
extend himself on time payment 
plans. He not only spends income 
freely but has little hesitation about 
taking on new obligations, a fact 
that tends to pyramid retail sales. 
An official of the Industrial National 
Bank of Detroit points out that the 
volume of personal loans made by 


is a 


| that institution is a good barometer | 


of conditions in and around this city. 
For 1941 to date, it is up between 
20 per cent and 25 per cent over the 
like 1940 period. 
Week-Ends Are Hectic 

Unmistakable sign of the better 
times that have come to this in- 
dustrial center is the week-end 
traffic and hilarity in beer gardens. 
|Hard at work five days out of the 
week, the factory man usually waits 
for the week-end to take his recrea- 
tion. Beer parlors that string along 
with skeleton forces up until Fri- 
day nights suddenly become bee- 
hives of activity. The local bar- 
tenders’ union reports that demand 
for week-end bartenders is double 
that of a year ago, and it has diffi- 
culty supplying the demand. Many 
|of the members have been attracted 
‘to better paying jobs in the factories 
and prefer to make merry them- 
selves rather than take on addi- 
tional part-time work on week-ends. 

Similarly, night clubs are doing a 
big week-end business. Patronage 
jof some of the second-rate places is 
|so heavy that reservations are now 
}required. Movies, too, are playing 
|}to capacity crowds on week-ends, 
land more people are flocking to 
| down-town theaters—always a sign 
|} of rising prosperity. When times are 
not so good, moviegoers are inclined 
to be content with their neighbor- 
hood theaters. 

Expansion Continuing 

While factory 

year was 


employment last 
not quite up to earlier 


Bo xd 
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peak years, higher wage rates and 
lower living costs place workers in 
a more favorable position. In fact 
payrolls in Wayne County, which is 
Detroit for all practical purposes, 
were estimated to be $24,000,000 
higher in 1940 than in 1937. This is 
particularly significant in view of 
the fact that 1937 payrolls exceeded 
those of 1929. 

Such indexes of the city’s size 
and prosperity as the number of gas, 


| water and electric meters, and the 


number of telephones in use were 
already at new peaks as 1940 
opened. But the year brought fur- 
ther extensive growth. In fact the 
increase in the number of tele- 
phones in use was greater than in 
any previous year. Gains in meters 
were the most marked since 1928. 
Consumption of gas, water and elec- 
tricity reached new high marks. 

Postal receipts were at an all- 
time peak. More new cars and| 
trucks were delivered in Wayne 
County than in any previous year, | 
and the number of cars in use was 
at a new high. Total bank deposits 
exceeded the former high mark by 
a wide margin. While the value of 


|checks drawn on Detroit banks was | 


not up to the total of 1928 and 1929, 
when the general price level was 
much higher, the volume of goods 
purchased by check was above the 
peak years of the twenties. So in| 
many respects, 1940 was the best| 
year in Detroit’s history. It is from | 
such high level that the cotemee) 
boom starts in this city. 


Huge Plants Erected 


With the modern type of warfare 
requiring mechanization of the high- 
est order, it was natural that De- 
troit, the capital of mass produc- 
tion, would become a_é principal 
source of supply in the rearmament 
effort. Under Secretary of War 
Patterson predicted in Detroit last 
year that this city would become a 
veritable “three-ring circus” when 
the defense program really got 


going. Evidence was not long in 
coming. The huge plant construc- 


tion projects that soon were started 
presaged the heavy employment 
gains and sharp rise in business and 
industrial activity that would fol- 
low when the new wheels started 
turning. 

For example, Packard launched 
into a $35,000,000 plant expansion 
and tooling program in preparation 
for building airplane motors, and 
invested $700,000 more for addi- 
tional equipment to expand produc- 
tion of its marine engines. Chrysler 
began building a $20,000,000 tank 
arsenal. Ford started a $21,000,000 
airplane engine plant; spent another 
$800,000 to build one of the largest 
magnesium foundries in the world; 
and recently announced an $11,000,- 
000 bomber assembly plant. Hudson 
got under way on a $20,000,000 navy 
ordnance plant. Pontiac is invest- 
ing $5,700,000 for additional machin- 
ery and equipment for manufacture 
of navy materials. These are just 
the highlights of the great expan- 
sion program under way in this in- 
dustrial center—added activity that 
in itself could support a big city. 


Production to Start 


Now nearing completion, these 
plants will be getting into produc- 
tion in the course of the summer 
and fall on more than a half billion 
dollars worth of defense orders al- 
ready allotted. Before that time the 
total value of contracts likely will 
be much higher. A recent compila- 
tion of the Detroit Board of Com- 
merce showed that Wayne County 
firms held government contracts 
amounting to more than $452,525,- 
393, out of a Michigan total of ap- 
proximately $763,809,041. This was 
exclusive of foreign government 
orders running well over $100,- 
000,000. 

The volume of orders already 
filled is only a drop in the bucket. 
These represent mostly work on 
military vehicles which Detroit 
plants, with little additional prepa- 
ration, were equipped to undertake. 
Thousands of army trucks have 
come off the assembly lines of many 
factories. One of the largest pro- 
ducers is Chrysler. For example, its 


orders for Dodge military trucks up | 


to the end of 1940 amounted ‘> 
$58,000,000, almost half of whi:h 
by that time were filled. But the 
big bulk of the contracts, represen. 
ing orders for war implements su-h 
as engines and parts for fighti.g 
planes, tanks, navy ordnance d 
the like still await initial delive 
Employment Zooms 


Some idea of what all this me ns 
to employment in this district Ly 
be had from a recent statement 5) 
Packard’s president, M. M. Gil: 
Although production of aircraft -p- 
gines by Packard will not get u: je 
way until the last half of this | 
production hours of work in / 394} 
will jump to 32,000,000 from 8,0 9.- 
000 in 1940. When full sche 
are reached, the aircraft engin: 
vision alone will require 14,000 


Divisions of Hudson Motor Car Com. 
pany, Detroit, have been busy 24 hours 
a day turning out ammunition compo- 


nents shown above. Tooling for produc- 
tion started only last fall. 


duction employes. And this is only 
one of the many big projects 
brought to Detroit by the detense 
program. 

Since Detroit is the heart of the 
motor industry, further indication 
of the coming expansion of indus- 
trial activity may be had from an 
authoritative estimate that more 
than 200,000 workers will be em- 
ployed in automotive defense plants 
by the end of the year, a large pro- 
portion of which will be in Detroit 


This forecast is based on orders al- 
ready awarded. It is predicted that 
the industry’s arms production load 


will increase between 60 per cent 
and 100 per cent in the near future 
and that automotive companies will 
be called upon to fill from four t 


six billion dollars worth of arma- 
ment orders. 


Automotive Production Up 


One doesn’t need to go far beyond 


the motor industry to trace indus- 
trial and business activity in De- 
troit. Other records only corrobo- 
rate. The fact that every dex 
used in measuring the city’s prog- 
ress and prosperity was substan- 


tially higher for 1940 than for 1939 
which in turn was well above 1938 
only reflected similar recovery i 
the motor industry. 

The whole picture unfolds when 
one looks at the sharp rise in auto- 
mobile production since the depres- 
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n year 1938. From an average of 
.264 cars and trucks in that year, 
duction rose to a monthly aver- 
of 311,076 units in 1939 and then 
ther to 391,026 in 1940. Boom 
e figures began to be recorded 
ictober last year, as soon as the 
x6 Y model production got into full 
ie. From that time up to now, 
ov put has averaged well over 500,- 
00) units a month. That in brief is 
th story of the motor city’s recent 
pr: sperity. 

ut to get a better understanding 
of .0w it affects general business in 
city, look at the 16.5 per cent 
ris. in savings deposits in Detroit 


ns — es OT bY 


barks last year to a total of $318,- 
875 041; the 26.5 per cent jump in 
total bank deposits to $1,125,398,567; 
the 20.3 per cent increase in bank 
debits to $12,555,563,000; the 12.5 


per cent gain in postal receipts to 


$12.881,952. 
All Indexes Up 
The sales index for department 
stores advanced to 111.7 from 101.1 
in 1989. Four of the last six months 
of 1940 were even or better than the 


big year 1937. The power consump- 


tion index went to 273 from 227 in 
1939 and compared with 246 in 1937. 


Wayne County car and truck sales, 


a revealing figure of local prosper- 
ity, jumped 44.4 per cent to 124,521 
unit Railroad tonnage in the De- 


troit area was up 13.4 to 23,372,130 
tons 

Building permits for 1940 went 
up 13.8 per cent to a total of 22,870, 
while the value of new construction 
jumped 31.5 over 1939 to a total of 
$81,138,733. Residential building 
increased 27.4 in value and provided 
for 14,067 families, or 42.7 per cent 
than were provided for by 
1939 construction. The number of 
water meters in use were up 3.2 per 
cent, gas meters 5.8 per cent, elec- 
tric meters 4.7 per cent, and the 
number of telephones increased 10.2 
per cent. Daily average of telephone 
calls increased 12.9 per cent last 
year 

All these gains are not only con- 
tinuing but are also being extended 
in many cases this year, dis- 
closed by records for more recent 


more 


as 


months During the first four 

1941, 65,165 new cars 
and ‘s were delivered to Wayne 
County buyers, 59.4 per cent more 
than were delivered during the first 
four months of last year. March 


sales were 96.5 per cent above those 
for Mareh 1940, but due to the 
strikes, April’s gain was cut to 27.5 
per cent. 

suilding operations, which during 
the first quarter had been increas- 
ing ata greater than seasonal rate, 
have since suffered from the build- 
ng and teamster strikes. While 
March showed a gain of 61.9 per 
cent in value of new building over 
March 1940, the increase for the 
irst five months is down to 26.8 per 
ent with the total amounting to 
$34,662,178. 

Banking activity is far above that 
{a year ago, April clearings top- 
ping those of April 1940 by 45.4 
per cent, and the four months this 
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DEFENSE PLANT RUSHED TO COMPLETION 


This is a view of the $21,000,000 Ford airplane engine plant, completed in little 


more than six months from the time ground was broken. 


Workmen built it during 


winter months, behind a huge fibre-board shelter. 


year are up 42.4 per cent. Bank 
debits, at an all-time peak for this 
season, were up 28.7 per cent in 
April and 27 per cent for the first 
four months, compared with a year 
ago. 

Gains More Than 20% 


Industrially, the activity thus far 
in 1941 has exceeded levels of a 
year ago by more than 20 per cent. 
Industrial power consumption 


showed an average gain for four 
months of 19.6 per cent. Auto- 


mobile production was up 16.6 per 
cent. Factory employment to date 
has averaged 12.6 per cent above 
that of a year ago while the aver- 
age number of hours worked per 
week is about 10 per cent higher 
this year than last. This combina- 
tion of more men employed and a 
longer work-week resulted in a gain 
in total hours worked of about 23 
per cent. 

The department store index for 
four months this year averaged 109 


as against 91 for the first four 
months of 1940. Advertising in De- 
troit’s three daily papers during 


the first quarter totaled 10,494,577 
lines compared with 9,748,656 lines 


in corresponding 1940 period, an 
increase of 7.6 per cent. Of the 
total, 5,281,508 lines represented 


retail advertising, a gain of 6.5 per 
cent over the first quarter last year. 

The Detroit retail trading area as 
defined by the Audit Bureau of Cir- 
culations consists of six Michigan 
counties and a strip of territory in 
Canada about five miles wide and 
18 miles long, bordering on the De- 
troit river. The population of the 
six counties, all within 50 miles of 
downtown Detroit, is 2,537,622, ac- 
cording to the 1940 census, while 
the Canadian territory included in 
the area has a population of ap- 
proximately 118,000. 


Big Slice of State 


The six counties include nine out 
of 19 Michigan cities of 20,000 popu- 
lation or more. Their population is 
equal to 48 per cent of the state’s 
total. They have 58 per cent of the 
assessed valuation of Michigan; 49 
per cent of total car and truck regis- 
trations; 57 per cent of the gainful 
workers; and 67 per cent of the 
state’s total business and industrial 
payroll. This territory does 53 per 
cent of the state’s retail business, 
accounts for 62 per cent of its manu- 
factures and pays 65 per cent of the 
total tax returns collected in Michi- 
gan. 

The city of Detroit, including the 
so-called island municipalities of 
Highland Park and Hamtramck, has 
an estimated population of 1,623,452 
It is a city of homes, with 44 per 
cent of its families owning thei! 
homes, a figure exceeded by only 
two other American cities. 
“Tomorrow” to Make 
Debut in September 

Creative Age Press, New York, 
will launch a new monthly maga- 
zine, Tomorrow, with the Septembe: 
issue. Described as “the magazine 
of the future,” it will deal with 
science, psychology, philosophy, re- 
ligion and the creative arts. 

Eileen J. Garrett is editor and 
John F. Sullivan, advertising man- 
ager. Offices are at 11 E. 44th 
street. 


Realtor to McGivena 
Joseph P. Day, Inc., New York, 


real estate, has appointed L. E. 
McGivena & Co., New York, to 
handle its advertising. 


| tising. 


“N. Y. Post’’ Shifts Two 

Edward C. Kennelly, formerly 
real estate advertising manager, 
New York Post, has been placed in 
charge of classified display adver- 
Joseph Gesick, of the resort 
advertising staff, has been appointed 
resort manager. 


Weisman Lewves WMCA 


Edwin Weisman, of the continuity 
department of Station WMCA, New 
York, has resigned to join Leon S 
Golnick Associates, Baltimore, 
assistant to the president. 


as 


Newspaper-Owned 
Radio Hearings 
to Start June 25 


Washington, D. C., June 3.—The 
Federal Communications Commis- 
}sion’s probe into ownership of 


broadcasting facilities by newspaper 
interests is scheduled to start June 
25, it was disclosed here this week 

Since roughly one-third the 
nation’s radio stations are linked 
with one or more newspapers in 
some fashion, and since FCC has 
indicated that it is entertaining the 
possibility of divorcing radio and 
press interests, fireworks are prom- 
ised at the hearings. Until FCC de- 
cides upon a course of action fol- 
lowing the investigation, newspaper 
applications for all types of broad- 
casting licenses are being held in its 
“pending” file. 

The newspaper inquiry will prob- 
ably be closely linked with the 
radio monopoly controversy. FCC's 
opposition to newspaper ownership 
of radio stations is based upon its 


of 


belief that joint operation of the 
|} two most important media for 
local education, entertainment and 


enlightenment is not in the public 
interest. FCC also objects to one 
organization controlling two of the 
most important advertising media in 
the same city at the same time. 


Issues New Form 


FCC has also taken steps to im- 
plement its new network broadcast- 
ing regulations. A supplemental 
torm, No. 335, has been adopted re- 
quiring all applicants for standard 
broadcast stations to attest to net- 
work affiliation, if any. Licensees 
are required to keep FCC informed 
ol contracts, arrangements and 
changes in network affiliations. 

In order to comply with the 
monopoly report, FCC has amended 
its rules of practice and procedure 
to provide a hearing in cases where 
applicants seek to enter into or re- 
tain a contract not in conformity 
With the new rules as set forth in 
the order aimed at the chains. 


Start Radio Office 
Lewis Herman, radio script pro- 
ducer, and Seymour Keating, former 


radio director for B. G. Feldman 
Agency, have opened Script and 
Talent, Chicago, new organization 


devoted to the writing of commer- 


cial and dramatic radio scripts 
Mr. Herman will be in charge of 
script production, Mr. Keating of 
agency contacts and sales. Offices 


are at 360 N. Michigan avenue. 


PRINTING... 
By Men Who Know How 


A major sellir 


1g point for 


work produced by Printing 


Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives 


Be it a cat 


alog, publication, broadside, booklet, folder or other pro 


motional piece, from the very first step to the last, each is 


handled by men with years of experience in the highest 
quality standards ¢« This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced # When you buy 


printing we are prepared to relieve you of much respon- 


sibility 


Our services when needed, aside from the actual 


production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping 
Through our spirit of co-operation you will find us of value 
But, of course, our real ability to weld with the efforts of 


your organization can never be known by you until test 


tells the story. Printing Products Corporation is at your 


service, and estimates on work now planned or for future 


consideration will be gladly given without obligation 


PRINTING PRODUCTS CORPORATION 


Polk at La Salle Street 
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Acheson Hails 
FIC Failure to 
Appeal Decision 


Port Huron, Mich., June 2.—Fail- 
ure of the Federal Trade Commis- 
sion to appeal an adverse order after 
a five-year court fight over restric- 
tions on advertising claims for col- 
loidal graphite was hailed today by 
Howard A. Acheson, president of 
the Acheson Colloids Corporation. 

The Acheson company was not di- 
rectly involved in the litigation, ac- 
cording to its president, but was 
vitally affected by a barrage of 
cease -and-desist orders handed 
down by the FTC five years ago to 
marketers of lubricants containing 
colloidal graphite. One company, 
the Kidder Oil Company of La- 
Crosse, Wis., elected to fight the or- 
der and was finally upheld by the 
U.S. circuit court of appeals in Chi- 
cago. The FTC failed to file an ap- 
peal by May 31st, last day on which 
such action could be taken, and 
thereby admitted defeat in the long 
court battle. 


Did Not Stop There 


Jack in 1936, according to Mr. 
Acheson, 122 marketers of oils con- 
taining colloidal graphite were tak- 
ing approximately 70 per cent of the 
Acheson output of Oildag, the basis 
of the lubricants. “There is no 
doubt that some of these marketers, 
in their enthusiasm, exaggerated 
the results obtainable under average 
conditions with their products. From 
this standpoint, the FTC action in 
ordering marketers to eliminate ex- 
aggerated claims was quite com- 
mendable,” he said. “Unfortun- 
ately, the FTC did not stop there. 
Perhaps based on incompetent or 
misunderstood technical advice as 
to the principles of coloidal graph- 
ite lubrication, the Commission in 
effect told these companies to stop 
advertising any advantages for col- 
loidal graphite.” 


“Register City” 
Proves 
Its Buying Power 


4 
4 
4 
‘ 
. 
4 
. 
: 
“REGISTER CITY", the famous test 
market of the New Haven Kegister, ¢ 
has convincing proof of its splendid ¢ 
purchasing power by its record of re- 4 
tail sales. Pighty-three cents of each 4 
“REGISTER CITY” dollar is actually 4 
by New Haven Register readers, 

( 

4 

4 

4 

4 


gz all city-country markets in 
Connecticut. May we send you a copy 
of the market brochure “REGISTER 
CITY”? New Haven Kegister, New 
Haven, Conn 


PPS Seer ere er eee ee eee eww 


The FTC, Acheson explained, did 
not admit to the _ record facts 
brought out by its own examiners— 
that a full crankease of oil alone 
does not guarantee perfect lubrica- 
tion and that with colloidal graphite, 
lubrication could and did exist even 
after an oil film was broken. 

In view of the FTC action, all but 
37 of the companies gave up mar- 
keting of oils containing Oildig and 
Acheson turned to other fields, de- 
veloping parting compounds for 
pressure and permanent mold cast- 
ings, rubber lubricants, special lubes 
for glass makers and special graph- 
ited oils for widespread application. 
Its production today is said to be 
far greater than in 1936 and from 
a defense standpoint, the special lu- 
bricants containing colloidal graph- 
ite are beginning to play a vital 
part. Shell forgings, it is pointed 
out, are produced at temperatures 
where ordinary oil burns off the 
dies. 

“When the FTC failed on May 
3lst to appeal the case to the U. S. 
supreme court,” said the company 
spokesman, “it automatically ad- 
mitted defeat. So today, an indus- 
try can be rebuilt once more—but 
with this difference: while the many 
small companies were ‘giving up’ 
under the FTC barrage, the big oil 
companies took up colloidal graph- 
ite and proved its merits in the in- 
dustrial field.” 

AMA's New England 
Chapter Names Officers 

Dr. Ross M. Cunningham, Massa- 
chusetts Institute of Technology, 
was elected president of the New 
England chapter of the American 
Marketing Association at its first 


annual meeting in Boston. 
Robert T. Browne, New England 


sales manager, Pillsbury Flour 
Mills Company, was named vice- 
president; Prof. Gerald B. Tall- 


man, M. I. T., secretary; and Harold 
P. Smith, U. S. Bureau of Foreign 
and Domestic Commerce, treasurer. 
Executive committee members are 
Dr. William Applebaum, Economy 
Grocery Stores; Harry Hansen and 
Prof. Harry R. Tosdal, Harvard 
Business School; and Freeman J. 
Young, Lever Bros 


Browne Joins Agency 

John Barton Browne, for 20 years 
advertising and promotion manager 
of the Ambassador Hotel, Los An- 
geles, has joined Bowman, Deute, 
Cummings to head a division spe- 
cializing in cooperative promotion. 
His associates will be Ed North- 
ridge, T. V. Allen, John B. Moore, 
J. Y. LeVeque, and R. L. Harrell. 
He was succeeded at the Ambassa- 
dor by Harry H. Beall. 


Hotel Appoints 

New Prospect Hotel, Shelter 
Island, N. Y., has appointed Need- 
ham & Grohmann, New York, as 
advertising agency. 
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Vember NBP 


$79 to $85 a month to place a 
factual advertisement for your | 
product before more than 53,- 
000 active plant operating men 
in the larger plants in all indus- 
. when and where they 
now look for their current oper- | 
requirements. 


Write for “The 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information Service” 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


Started 1933 


Details? 


IEN PLAN” 


Vember CCA 


Getting Personal 


The girls at ADVERTISING AGE are bemoaning the loss of that eligible 
bachelor, A. P. Mills, AA’s Washington news chief—and to an out- 
sider, too! “Pick” will be married June 14 to Martha McKecknie, 
a New Yorker, at the Church of the Transfiguration. . . 

Armand S. Deutsch, of McKee & Albright, is doing nicely following 
the arrival of a daughter, Patricia. Mrs. Deutsch is Benay Venuta, 
actress and radio singer... 

Anthony Anable, a.m. of the Dorr Company, will be married in 
September to Gloria Hollister, well-known zoologist and explorer, 
who is now research associate to Dr. William Beebe at the New York 
Zoological Society. . 

Addressing the graduating group of the New York University 
chapter of Alpha Delta Sigma, advertising fraternity, A. O. Bucking- 
ham, v.p. and advertising director of Cluett, Peabody & Co., took a 
crack at admen for their custom of attaching mystery to their pro- 
fession. Advertising is “a very simple process,” he said. . . 

Romance reared its lovely head at NBC when F. Willard Butler, 
youngest salesman of the national and spot sales division, married 
Dorothy Michel, of the commercial traffic division. 

Paul Monroe, Buchanan radio director, will have plenty of room 
to wander around in the ten room apartment with four baths he’s 
just leased at 755 Park avenue... 

W. H. Depperman, advertising consultant of the Reader’s Digest, 
has leased a seven room house at Brayton Park, Ossining, N. Y. . . 

Students at the Cornell University Summer School of Hotel Ad- 
ministration will get good advice from Victor Grohmann, president 
of Needham & Grohmann, a member of the teaching staff. . . 

“Merrily we pedal along” will be the summer theme song of Wayne 


BARTON LOOKS OVER WEST COAST STAFF 
= 


Bruce Barton's recent trip to the Pacific Coast to inspect his Los Angeles and 

San Francisco offices occasioned this BBDO ‘family picture''—(left to right) 

Jack Smalley, Los Angeles office manager; Z. Wayne Griffin, radio director; 

Mr. Barton; W. B. Geissinger; and J. C. Cornelius, vice-president in charge of 
Western offices. 


Welch, promotion KSO-KRNT, who with 
will join a bicycle tour through Iowa and Wisconsin. 
In recognition of his efforts in behalf of 


Mrs. 


manager ot 


poration, has been awarded a_ gold 


Youth Week... 


James W. Egan, Jr., ad director of the New York Daily Mirror, is 
the new president of the Northwestern University Club of New York 


City. 


Thomas Wheeler Dewart, v.p. and treasurer of the New York Sun 
and son of the publisher, William T. Dewart, has married Elinore 


Irwin Hoelzel, of Pittsburgh. . . 


Louis R. Wasey, president of Erwin, 


Hobart College, Geneva, N. Y. 


James P. Bloomer, ad manager of Detecto Scales, became one of 
journalism’s ink-stained brethren when he took on the job of editor 


of the new house organ, ““Detecto Doings.” 


Paul Cornell, the ex-agency head, Four A’s chairman, Connecticut 
schoolmaster and would-be Senator, played an important part in the 
recent National Nutrition Conference in his new capacity as liaison 
man between government and industry in the enriched flour cam- 
At lunch the final day of the meeting, he horrified some of 
the professional nutritionists present by his diet. His menu: three 


paign 


glasses of beer! . . 

When Forbes McKay otf 
was elected a vice-president of the AFA last week, 
combine the 
Agriculturist, the 


unsuccessfully to 
Southern 


name of his paper 
competition. And in the 


credited Mr. McKay to the wrong one. 

Pau! W. Kesten, CBS v.p., 
Paley Amateur Radio Award to Marshall H 
at a luncheon at the Waldorf-Astoria in New York. 
of the award was broadcast over CBS coast-to-coast facilities. 


One of advertising’s most popular sister teams, Martha and Barbara 
Martha 
is secretary to J. Joseph, Jr., media director at Franklin Bruck, and 
merchandising 


Mack, has been enjoying a cruise on the S. S. Kungsholm. 


Barbara _ is 
executive. 


secretary to F. Willett Walton, Y&R 


Walter E. Soderstrom, executive secretary of the National Asso- 
ciation of Photo-Lithographers, addressed the combined staffs of the 
Lewin Company at their 


New York and Newark offices of A. W. 
recent fortnightly meeting 
Guy and Paul Koch, of Koch Brothers, 


use for business and pleasure jaunts. 


their private pilot licenses. . . 
Thomas H. Ferril, Great Western 


Sugar Co., 
tising persons. 
tising, Milwaukee; third, M. W. Vincenz, Chesebrough Mfg. Co 
Hendren, Babson Brothers Co., Chicago. 


Lieut. Edgar Cambere, who left BBDO about a 


officer to interfere with romance. 
man, of New Rochelle, N. Y., and will be married July 12. . . 


Welch 


Newark’s youngsters, 
Eugene H. Barling, v.p. in charge of sales for United Advertising Cor- 
medal by the committee for 


Wasey, was awarded the 
degree of Doctor of Humane Letters at the 116th commencement at 


Progressive Farmer and Southern Ruralist 
representing 
the council on advertising clubs, the AFA publicity division tried 
with that of 
confusion, 
ADVERTISING AGE unscrambled the names of the papers all right, but 


presented the fourth annual William S. 
Ensor, of Olathe, Kans., 
Presentation 


Milwaukee advertising and 
printing company, have bought a new Luscombe airplane which they'll 
The brothers have just received 


Denver, won first 
prize in Hoard’s Dairyman’s annual cow judging contest for adver- 
Other city slickers who demonstrated discerning eyes 
for udders and such were: second, Bert S. Gittins, Bert Gittins Adver- 
. New 
York; fourth, A. L. Terry, Brooke, Smith, French & Dorrance, Detroit. 
and tied for fifth, C. A. Minot, Starline, Inc., Harvard, Ill.. and F. L. 


month ago to 
join the army, hasn't allowed his new duties as a public relations 


He’s engaged to Marguerite Kruss- 


Ignoring Wars, 


Continue Diamond 


Advertising in ‘42 


New York, June 3.—Despite 
imminence of war and growing « 
centration on the stern necess 
of life, DeBeers Consolidated M 
Ltd., will begin its third consecu 
year of diamond advertising in : 
tember with a magazine camp 
planned to continue through Au; 
1942. 

Judging from government re; 
on total retail jewelry sales, 
Beers’ efforts to popularize 
monds among the American ; 
have borne fruit in the increa 
diamond sales from $104,850,0( 
1939 to $124,800,000 in 1940. 
ports of a substantial increase ji: 
tail advertising in 1940 over 39 
indicate that the program has ) 
generated enthusiasm among 
dealers. In 20 key cities whe 
continuing study was made, | 
diamond linage was greater in « 
month of 1940 than in the co re- 
sponding month of the pre us 
year, reaching a high of 1,44! 46 
lines in December, 1940, as je 
pared with 1,288,727 in Decer 
1939. 

The new campaign will en 1y 
a triple-barrelled appeal, with the 
diamond pictured as an engage nt 
stone in copy addressed to 
men and women, as a necessai 
junct of style and fashion in pV 
directed at older men and wi 
while copy addressed especial 
men will feature the new “b 
diamonds” for masculine weai 


Fall-Color Illustrations 


As in previous years, copy w e 


keyed to full-color illustration f 
artistic excellence, with this ye 
artists chosen for their leade: p 


in the field of fine book illustrat 
Among them are Bernard Lam 
Everett Henry, Roger Duvoisin 1 
Jean Pages. 

Designed to reach a larger ;: - 
ence than the two preceding 
grams, the 1941-42 campaign 
include 10 full-color insertior 
Life, The Saturday Evening P 
and Time, six in full color in H 
per’s Bazaar, Ladies’ Home Journal 
and Vogue and 10 in two colo ! 
The New Yorker. N. W. Av & 
Son continues in charge of ad - 
tising. 


Oklahoma Approves 
New Libel Law 


An “honest mistake” libel meus- 
ure designed to protect newspapers 
from nuisance suits was pass 
the Oklahoma legislature at it - 
sion recently adjourned. 

The bill prevents collect 
punitive damages from newspapers 
when a person is unintent ly 
libeled and a prompt retract 
printed. Actual damages m: 
be collected, however, whet 
an “honest mistake” is mad 
ure tc be determined by jury 


$6,103,340 


in extra payrolls in 


COLUMBIA, S.0.! 


That is the estimate based on 


+ 
st 


fense contracts already let 
plus purchasing power—with 
vivertising rates 
you use Whaley 


54 Columbia taxi cabs. Guar 


nerense mn 


laxiposters 


teed average weekly circulat 
619.002 in this thriving comn 
nity of 62,396! For all fae 
write Wm. FE. Whaley Compat 
Washington Building, 
Kentucky. 


WHALE ” 
TAMU Sep y © 
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Srand Juries Vote 
‘indictments in 
“ood Price-Fixing 


San Francisco, June 3.—Charging 
Loth price fixing and monopoly in 
violation of the anti-trust laws, 
deral grand juries indicted almost 
0 individuals and corporations to- 
iy in the government’s drive to 
irb mounting food prices. Other 
cnarges against branches of the 
California food industry, it was in- 
C 
t 


~ 7 hs 


jicated, may be expected as part of 

e federal campaign. 

Among the defendants were the 
Dried Fruit Association of Cali- 
fornia, 18 affiliated companies and 
officers and directors, all of whom 


FRESHNESS EMPHASIZED IN NEW DISPLAY 


Agencies List 228 
Active Accounts 
on April Radio 


New York, June 4.—Forty-four 

agencies reporting April spot broad- 

< ra ive = casting activity to National Radio 
~ Meas Records had 228 active accounts 
WEtUish and 114 inactive accounts, making 
” an average of five active accounts 


for each agency, according to a 


tabulation released by the record- 


ing organization. Including one 
agency which began reporting in 
May, the number of cooperating 


agencies now number 45. 

Heading the list with the largest 
number of accounts, 85, was the 
grocery classification, with medical, 
25, retail stores, 18, tobacco, 18, and 
automotive, 16, next in order. 


Reprints Deupree Talk 

Bureau of Advertising, American 
Newspaper Publishers Association, 
has reprinted in booklet form the 
address of Richard R. Deupree, 
president of Procter & Gamble Com- 
pany, delivered at the advertising 
session of the ANPA convention in 
April. Mr. Deupree’s speech dealt 
with the relationship between ad- 
vertising and the growth of the 
nation. 


Push Coated Lithwite 

Coated Lithwite, a new boxboard 
development, will be promoted to 
the packaging trade in a campaign 
to be launched this month by the 
Gardner-Richardson Company, Mid- 
dleton, O 


For OUTDOOR 


There were 15 toilet goods accounts 
active, including 10 perfumes and 
cosmetics; 10 alcoholic beverages, 9 
confections, 7 financial, and 5 each 
for agricultural and housing equip- 


Colorful wall display now being used by Orange-Crush bottlers throughout the 

country, to tie up with the current selling theme: "Enjoy the fresh taste, and feel 

fresh.’ The display was lithographed in nine colors by Niagara Lithograph Com- 
pany, through Sherman K. Ellis, the Orange-Crush Company agency. 


were accused of conspiring to in- | 
crease prices. The Canners League 
of California, along with 41 can- 
ners, officers and directors, was in- 


ADVERTISING 
IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 
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di ted aon charges of : ~ ing . = sin CAB Starts New Hathaway Advanced Two of the 228 active accounts re- Hl HWAY | LAY INC 
reporting system to stabilize prices | D. C. Hathaway has been placed | ported o A 100 of geet | POUGHKEEPSIE. N.Y. 
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chase of crops. 
16 dried milk manufacturers, eight 
associations, and _ officers, 
whom were accused of conspiracy 
to fix prices on evaporated milk in 
10 Western states, including prod- 
ucts of Borden Company, Carnation 
Company, Pet Milk Sales Corpora- 
tion, Nestle’s Milk Products, Libby, 
McNeill & Libby, Armour & Co., 
Swift & Co., Sego Milk Products 
Company and Morning Milk Com- 


pany. 


Names Rice Industry 


Price control also was charged 
against the California Rice Indus- 
try, trade association, along with 


four millers, three distributors and 
three officers. Another trade group, 
Monterey Sardine Industries, and 


five officers also were accused. A |} 


price-fixing indictment also was 
voted against Western battery sep- 
arator makers. The product is used 
in storage batteries, an essential in 


national defense work, attorneys 
pointed out. 

ndictments, following blanket 
charges against nine other indus- 
tries, grew out of a month-long in- 


vestigation in northern California 
conducted by the Justice Depart- 
ment’s anti-trust division. The divi- 
sion’s chief “trust buster,” Thurman 


Arnold, indicated that additional 
charges will be leveled in coming 
months. 


Elect John F. Foy 

John F. Foy, circulation director, 
Consolidated Press, Ltd., Toronto, 
has been elected president of the 
Association of Canadian Circulation 
Executives. Vice-presidents elected 
were James Gilhooley, P. F. Collier 
& Son, Ltd., Toronto, Eastern vice- 
president, and Walter S. Hamilton, 
National Home Monthly, Winnipeg, 
Western vice-president. I. D. Car- 
son, manager of Canadian National 
Newspapers & Periodicals Associa- 
tion, Toronto, has been elected sec- 
retary-treasurer. 


Ast cHolce 


Come to Connecticut 
this Summer for busi- 
ness as well as pleas- 
ure! There's more 
than a million-and-a- 
half people in this 
market—with the 
highest effective buy- 
_ing income per fam- 


Cay ily in the U. S. 


pasic CBS For CONNECTICUT 


Also named were 


all of 


| 1,200 


Popularity 


New York, June 3.—New statisti- 
ical data designed to help radio 
sponsors keep tabs on competing 
programs will be made available to 
Cooperative Analysis of Broadcast- 
ing subscribers this month and will 


to monthly CAB reports. 

The new chart-manual will fur- 
nish each subscriber with identical 
data on all other programs aired 
at the same time, thus placing be- 
|}fore him not only the conventional 
program ratings but enabling him to 
evaluate the report in terms of 
strength of competition as well. 


For a typical broadcast period, 
10 p. m. Sunday night, for example, 
the new CAB data will look like 
this: 

CBS 
1 2 3 
“Take It or Leave It” 
13.6 33.1 41.0 
NBC-Red 
1 2 3 
“Hour of Charm” 
7.7 32.2 3.8 
NBC-Blue 
1 2 3 
“Good Will Hour” 
11.6 34.6 33.4 


Column one under each program 
shows the regular CAB rating, rep- 
resenting the percentage of all set- 
owners listening to the specific 
program. In column 2 is a notation 
of the per cent of sets in use at the 
‘time of the broadcast. Thus, in 
cities where “Take It or Leave It” is 
aired, 331 out of each 1,000 set-own- 
had their sets tuned on at 10 
p. m. Column 3 shows what per- 
centage of sets in use were tuned 
to the respective programs. Thus, 
41 per cent of the 33.1 per cent of 
sets in use in the “Take It or Leave 
It” basic cities were tuned to that 
show. 


ers 


Postal Employes Rally 
Support for Measure 


The Joint Conference of Affiliated 
Postal Employees of Greater New 
York is using 17 newspapers in the 
metropolitan New York area_ to 
rally public support for a new bill 
seeking longevity pay or service 
promotions for postal employes 
One insertion, ranging from 400 to 
lines, is scheduled for each 
paper. Organizations of postal em- 
ployes in other sections of the coun- 
try are expected to follow the ex- 
ample set by the New York group 


Form Newspaper Group 


Jewish Newspaper Group, New 
York, has been formed by Jewish 


| Daily Forward, Jewish Journal and 


Daily News, and Jewish Day, all of 
New York Saul Flaum has been 


|appointed national advertising rep- 


resentative for the group, with 
offices at 11 E. 44th street. 


Midgley Joins CBS 

C. E. Midgley, business manager 
of the radio department of Batten, 
Barton, Durstine & Osborn, New 
York, will join Columbia Broadcast- 
ing System, New York, as sales serv- 
ice manager June 30. 


be issued regularly as a supplement | 


in charge of the Atlanta office of 
B. F. Sturtevant Company, heating 
and ventilating engineering com- 
pany, replacing H. J. Waggle, who 
has been called to service in the 
army. 


tions, 7 used from 50 to 99 stations: 
11 used from 25 to 49 stations; 46 
used from 10 to 24 stations: and the 
remainder, a total of 151 

used less than 10 stations. 


accounts, 
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| ‘buy impulses’ 


from idea to finished form with 
stratoliner speed and smoothness 
that is the function of SUPERIOR’S 
5-Phase Production Plan. 


Artwork 


... Composition . . . Engraving 
. all closely co-ordinated under one 
roof. For ‘‘on the beam”’ service, 


day or night, phone SUPerior 7070 


SUPERIOR ENGRAVING CO. 


215 W. Superior Street 


se8 Photography cee 


¢ Chicago 


Photo-retouching 


SUPERIOR CO-ORDINATION 
MEANS 
“STAYING ON THE BEAM” 
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* s . . ‘fruit or ve a juice. And if 
Roundup of Advertising Promotions in the Test Stage you haven't Fat tested BAW jukes,| ree 
that first sip will open your eyes 
GENERAL BAKING COMPANY | — BOND BREAD ADDS SUPPLEMENTARY COPY to their extra delicioumess,” copy) Si: Jie 
ADDS SELLING COPY Each of the seven juices—pine- | 


New York, June 3.—Supplement- 
ing its large-space newspaper cam- 
paign throughout New York and 
New England, General Baking Com- 
pany this week struck a new copy 
note, emphasizing the nutritional 
value of Bond Bread. The company 
launched an institutional-type drive 
in 30 newspapers in this marketing 
area last February. 


45x FoR BOND WHEAT BREAD 
TWE MOST DELICIOUS WHEAT 
YOu EveR TasT 
VITAMINS AND MINFRALS ! 


In the campaign’s latest phase BOND WHITE BREAD . THE wire 
. * LoOat with TWE FLAVOR THAT HAS WON 
the 1,000 and 1,500-line insertions MILLIONS. NOW ENRICHED TO 


continue as formerly, but 250-line i 
selling copy is being tested as an 
adjunct to the larger layout. In 
standard size newspapers the sup- 
plementary copy appears on top of 
the large ad, while in tabloids the 
new copy appears on a facing page. 
Continuation of the small insertions 
will depend on consumer reaction. 

Newell-Emmett Company is the 
General Baking agency in the New 
York and New England area. The 
test is limited to this territory. 


BREWERS FOUNDATION 
TO TEST WITH COLOR 
(Picture Page 31) 

New York, June 4.—Beginning 
with June copy, United Brewers | 
Industrial Foundation will experi- 
ment with the use of color in its 
national magazine advertising. 

Four-color full-page ads are to be 


on 


used, in comparison with black and 
white. The placements will be re- 
versed in July, using the same CIID Bond Bread. .. baked with care and conscience 
weekly media. First of the color 


EO. RICH IN E55 


of x UK WHITE BREAD" 
ON AN Ald WHITE BREAD. ASK 


Let the “4 o'clock guy” give you. 
the FACTS about bread! 


IF You LiKe WHEAT-BREAD , DONT 


ACCEPT A WHEAT-BREAD SUBSTITUTE 


The vitamin and mineral 
value of Bond Bread get 
the benefit of special sup- 
| plementary copy, a smaller- 


AnD GE 
tour | space addition to 1,000 
amet | and 1,500-line insertions 


started by General Baking 

Company throughout New 

York and New England in 
February. 


NSist 
FoR 


erits 


Hes 
a 4 o'clock guy 


...in an 
| S8o'clock town! 


( 

2) 8 A.M. the city rolls to work. But Ae rolls 
out at 4 A.M. If you should ever get up ear 
to meet him, he'd talk your ea: 


“only bread any family 

And you can hardly 
brow that Bond Bread 
money can buy They & 
with essential vitamuns and 
Bond Bread is “baked with 

The “4 o'clock guy” would like to 
our bread... but he'd much rather have you try itt 
For, « loaf of Bond Bread is « better salesman than 
any of ws who make ¢ 


tell you snout 


advertisements will appear June 21 
in Collier's and will show two men 
who have just finished a game of 


copy will be built around a farmer, 
continuing the Foundation’s theme 


horseshoes, with the caption “The of the contribution of beer to relax- 
bitterness of battle fades in the|ation and happiness. Reprints of 
friendliness of beer and ale.” July the ads will be used as posters by 

retail beer dealers throughout the 


country. 
Newell-Emmett Company, 
the agency. 


ADVANCE NEW CLAIM 
FOR KLEK SOAP 


Inc., is 


PHOTOS 2:!25¢ 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mal! Send photo or negative We do the rest 
Quotations supplied for any size Same low prices 


Photo post cards i'/2¢ in lots of 1000, New York, June 4.—In a test 
Window Disp lays —Enlargements— Transparencies . : 
Commercial Photo, 416 W. 45th St., N.¥.c.. Campaign confined to two cities, 


You can read it in 30 minutes 


but you'll 
remember 
and use it 
forever. Gets 
right at your 
primary 
problems. 


Postpaid 


Order 
Your Copy 
Today 


 Advertins A Age 


___THE NATIONAL NEWSPAPER OF ADVERTISING 


100 €. "a STREET CHICAGO 


| Colgate-Palmolive-Peet Company is 
advancing a new claim for Klek, de- 
scribed as the “ ‘silk-stocking’ soap” 
| which saves “46c out of every $1.00.” 

Weekly insertions in the News, 
Charlotte, N. C., and the Tribune, 
|South Bend, Ind., are headlined 
“I’m the new ‘silk-stocking’ soap. I 
save 46c out of every $1.00 you 


rw THE HEW “SILK-STOCKING” SOAP. 


SAVE 466 OUT OF 
Phat: 20 YOU SPEND 


FOR LEADING FINE- FABRIC = 


spend for leading fine-fabric soaps!” 
in a balloon coming from the mouth 
of an animated box of Klek. Illus- 
trations point out that the “new 
Klek” is safe for silk stockings and 
fine fabrics, that it cuts grease in 
dish washing and that it does not 
make hands “red and ugly.” 
Ted Bates, Inc., is the agency. 


S&W LAUNCHES 
PROMOTION IN EAST 
New York, June 3.—Using 16 
newspapers in the New York metro- 
politan area, nearby New Jersey 
and in This Week, S&W Fine Foods, 
Inc., San Francisco, launched 
its first promotion in Eastern mar- 
kets. 
Firmly 
S&W has 


has 


entrenched in the West, 
had scant distribution 
along the Eastern coast for the past 
18 years The first campaign, 
designed to expand distribution for 
S&W's 150 products in the New 
York metropolitan will be 
confined to this area and is planned 
to continue for a year 

While S&W has promoted a sin- 
gle product, coffee, as a “leader” 
on the West coast, merchandising in 
the East has been shifted to empha- 
on different “families” of 
products. Opening 640-line copy 
promoting seven S&W fruit and 
vegetable juices suggests them as 
*‘eve-openers’ one for every 
day in the week.” 


Vitamin-Laden 


better 
with a 


area, 


SIs 


“There's 
the day 
tail’ of 


no 
than 


way to start 
‘health cock- 
vitamin-laden 


refreshing, 


| News, 


| employed 


apple, tomato, orange, prune, carrot, 
grape and grapefruit—is described 
and copy includes a coupon offering 
a free recipe booklet, which also 
gives information about other S&W 
fruit and vegetable juices. 

Copy will promote other “fam- 
ilies’ of products, such as canned | 
fruits, vegetables and sea foods, as 
distribution is attained for fruit 
and vegetable juices. 

Weekly insertions, in color in 
This Week and black and white in 
newspapers, are scheduled. Samuel 
C. Croot Company, New York, is the 
agency. 


NEW FIVE-CENT BEVERAGE 
GETS START IN TEXAS 


San Antonio, Tex., June 4.—The 
7-Up Texas Corporation has been 
granted a franchise and will intro- 
duce a new five-cent beverage, 
6-Tone, in the San Antonio area 
this week. 

The introductory campaign will 
start Friday with a 75-inch display 
advertisement in the San Antonio 
and will be followed by ads 
twice a week over an eight-week 
period, totaling approximately 5,000 
lines. Plans for a follow-up cam- 
paign are already under way. Radio 
sponsorship of Texas League base- 
ball games, window cards and point- 
of-purchase signs will be used in 
support of the newspaper advertis- 
ing. A six-note whistle also will be 
as a feature of the cam- 
paign, to aid identification of the 
new product licensed to the San 
Antonio company by 6-Tone Bever- 
age Company. 

A “new note in refreshment” will 
be emphasized in copy, pointing out 
that 6-Tone does not resemble any 
other drink now offered. It is a 
combination of fruit flavors, mildly 
carbonated to provide a tang, and 
will be marketed in semi-steinie 
bottles holding seven ounces. 

Coulter - Mueller - Grinstead, San 
Antonio, is handling the account. 


WELCH OFFERS FOOD 

CHOPPER AS PREMIUM 
Chicago, June 4.—In its initial 

promotion of this type, Welch Grape 


Juice Company, Westfield, N. Y., 
has started advertising a_ special 
premium, a _ patented Foley food 


chopper, in return for 25 cents and 
a label from a quart or pint bottle 
of Welch's grape juice. 

The special offer of the time-sav- 
ing kitchen device is made, copy | 
admits frankly, to induce extra 
thousands of consumers to buy 
“super-delicious Welch’s grape 
juice.” It is limited to June 30. 
Newspaper advertising of the pre- 
mium is being confined, for the 
present, to large pace in such 
principal market centers as Phila- 
delphia, Washington, Buffalo, Balti- 
more and Cleveland. The campaign 
is backed by radio cut-in an- 
nouncements on the Welch Sun- | 
day night radio program and by | 
store display material with cou- 
pons. 

Welch’s augmented its regular 
consumer goodwill advertising in 
newspapers and on the radio, using 
the “Welch Way to Reduce” theme, 
with a one-cent sale drive last fall, 
offering a pint of the product with 
the purchase of a quart. It uses 
promotional items three or four 
times a year in special campaigns, 
but the present drive represents its 
first “all-out” promotion of this 
kind. 


H. W. Kastor & Sons Advertising 


RETAIL VALUE 


anaemaeg aa 


WELCH’ S 


GRAPE JUICE 


Scores of Temeheving Vues! sire ie 
carhaae! Drees vegetables’ 


Drees cooked foods Shaves 
chorels 


HURRY! 
OFFER STRICTLY LIMITED! 


Why This Amazing Offer? solely to Acquaint Thousend: ‘on 


png With Super-Delicious WELCH’S GRAPE JUICE 
LEST Ssis SSS CSe wee 


Augmenting its regular newspaper 


paign, Welch Grape Juice Compan 

offering this special in a new promo! 

in selected large markets. H. W. Kasi 

& Sons Advertising Company is th 
agency. 


Company, Chicago, handles 


Welch account. 


Campbell to Launch 
Summer Drive in N. Y. 


Campbell Soup Company, C: 
den, N. J., on June 9 will laun 
a seasonal campaign in New Y 
for jellied consomme and consom: 
madrilene. Supplementing Campb: 
national advertising in magazi: 
and radio, the single local effort 
be 50 per cent larger than a sim 
campaign last year. 

Weekly insertions, keyed to 
growing popularity of consomme | 
summer meals, will appear in 
morning and two evening new 
pers. Station WEAF will be 
for a news program. Ward Wh 
Company, Philadelphia, _ is 
agency. 


Fuller Brush Appoints 
Fuller Brush Company, Hart! 
Conn., 
with the company since 
sales promotion manager. 


1937 


Hotel Appoints 
Hotel Warren, 


N. J., has appointed Need! 
Grohmann, New York, as ad‘ 
ing agency. 


} 


es 


Spring Lake Beach, 


has named Avard E. Fuller, 


MORE SENSE TO YOUR 
ADVERTISING DOLLAR! 


D 
iM? Rove 
LAUT sel rT WOGRAPHY 


means 


E 
crrectly 
MORE Hone ECO 


. FOLDERS * 
poontets & aTenate = 29 ‘ 


ase for ence msTRuct 
BLACK & WHITE 
COPIES 


2.63 


SINCE 1912 A GOOD HOUSE TO KNOW 


LAUREL PROCESS COMPANY 


400 CANAL STREET. NEW YORK 
Walker 5.3030" 


Wher YouHeed- 
“IDEAS “ILLUSTRATIONS 
“LAYOUTS “LETTERING, 


Call- Fred GRAWE 


SUPerior 9528 * FIN MEM SAMAYS: 
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Cdvertisi 
Market 


(ne rates for this department are as 


follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ano 
“Kepresentatives Available,” 3@ cents a line, minimum charge $1. Terme 
cash with order. 

\ll other classifications (single insertion rates): % in., $2.75; 1 to 8 In. 
$4.7° per inch. 

—" 
POSITIONS WANTED HELP WANTED 
FREE LANCE COPY Representative having excellent: con- 
dee pywriter can serve one or two nections with advertising agencies, 
nal Chicago clients ability to organize national force for 
JOX 85, ADVERTISING AGE, Chgeo.) position with new type display media 
mM BALDHEADED Must be high calibre man looking for 
Not affected by drafts, 1 can write | bis future. Now employed, Give com- 
< nd seript—proved strong, pull- plete qualifications and previous ex- 
« offective. And complete sales|Perience with references in first let- 
e gns—many mighty successful | ter. Letters will be kept confidential 
. ell as good copy, in wide va- and appointments made in near future 
iet f lines. Seek position in agency | Box 3388, ADVERTISING AGE, Chgo 
i dvertising manager where my) : — = — 
no dge, experience and ability will BUSINESS SERVICE 

rth a lot more than they will Mr. Sales Manager! 
st Prefer Chicago. ae Let me show you how to help your 
Box 86 ADVERTISING AGE, Cheo. | salesmen produce more through a per- 


DOES vou KR COPY #*SCINTILLATE?" 
" fl write it Desire permanent 
idea man and writer, with 
radio or publication Versa- 

| pendable, married, age 37. Pre- 

er Detroit, but will move. 

ox <7, ADVERTISING AGE, Cheo. 


REPRESENTATIVE: AV ATLABLED 
one additional trade or class publica- 


n desired aod — igo territory by 
xpel enced m 
Ox 79, ADVE RTISING AGE, Cheo 


sonalized house-organ You serve as 
editor I do the work Kdward Edel- 
Wells St Dea. S557 


stein, 201 N 


MISCELLANEOUS 


WORLD FAMOUS FIRMS USE 
fairdset for 30 years It Pays 
Day and night service, clean proofs, 
fast, quality production, save your 
tite Ads pull 25 better 

BAIRD adsetters, 1S Bb, 

WHI, 4347, Chgro. 


ads 


Kinzie, 


Father to Be Well 
Dressed This Year, 
Council Declares 


New York, June 3.—President 
Roosevelt didn’t say so but accord- 


ng to the Hat Style Council, the 
fathers of America are well repre- 
sented in the one-third of the nation 
that’s ill-elad. Surveys conducted 
by the Council reveal that while 
mother stretches the family budget 
to make herself look like a Vogue 
illustration and the kids like rep- 

is of Shirley Temple and Freddie 
Bartholomew, the head of the 
fan just an also-ran when it 
omes to clothes. 

Furtive tears for the under-priv- 
leged member of the family may 
be dried, however, because Father's 
Day this year is going to make a 
man of him—and a_ well-dressed 
ne, too. The Council paints a pic- 
ture of innumerable fathers on 
June 15 drowned in a deluge of 
ats, shirts and ties—or gift cer- 
tificates for the same. 

“Gone are the days of useless, 
inwanted gifts,” says the Council. 


Department and clothing stores will 
¢ jammed with the nation’s under- 
ivileged clutching certificates 
nd muttering of new golf clubs or 


hing tackle. Whether he likes it 
not, father’s going to be a well- 
essed man this year. 


White Kitchen to 1 ia 


Lee 


Elsen and Associates, New 
rlean has been appointed by 
¢ White Kitchen Canning Com- 

Slidell, La., to handle White 
Altchen Barbecue and Steak Sauce 
ition: ly. 


RICH IN BLACKS 
RAPID COPY SERVICE CO. 


e 123 N 


Schedule Training 
Course for Twelve 
Research Experts 


Washington, D. C., June 3.—A 
dozen research experts, recruited 
from business, education and gov- 


ernment to serve as regional busi- 
ness consultants in field offices of 
the Department of Commerce, will 


begin their new assignments by 
“going back to school” for several 
months. 

The men will be pupils in a 


highly specialized training course to 
begin in Washington this month. 
Each weekday morning they will 
attend meetings at which technical 
research men will explain the char- 


acter and significance of their par- 
ticular work. Afternoons will be 
taken up with the conduct of re- 


search projects within the Depart- 
ment of Commerce. 

Among subjects to be taught are 
the location or re-location of plants 
and offices, sources of raw ma- 
terials, and location and quality of 


domestic markets. Special atten- 
tion will be given to the growing 
need of business men for a wider 


knowledge of U.S. 
regions. 


economic 


All Sections 


Men taking the course have been 
selected from different parts of the 
country. They have _ had 
experience in financial and 
service fields, well as in 
facturing and distribution. 
sultant will be located in 
the 12 Federal Reserve 
cities. 

The establishment of these posts 
is in line with the Commerce De- 
partment’s program to revitalize its 
services to business. When the plan 
is in complete operation, business 
men will be able to get competent 
counsel on any problem’ without 
writing or visiting Washington 


From 


long 
other 
manu- 
One con- 
each of 
central 


as 


Streitmann Appoints 


Streitmann Biscuit Company, 
Cincinnati, division of United Bis- 
cuit Company of America, has 
placed its account with Stockton- 
West - Burkhart, Inc., Cincinnati 
Charles H. Butler is account execu- 
tive 


To Weiss & Geller 


William B. Briggs, formerly with 


Buchanan & Co., New York, has 
joined the copy department of 
Weiss and Geller, New York. 
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ADVERTISING AGENTS ! 


Curtis Stops Cash 
Discount; Believe 
Others May Follow 


(Continued from Page 1) 
resolution. A number of agencies 
were reported here today to be writ- 
ing Curtis headquarters asking a 
reconsideration of the discount de- 
cision. 


Forty Year Practice 


Curtis Publishing Company has 
offered a cash discount for more 
than 40 years, Fred Healy, vice- 


president and advertising director, 
informed agencies, despite the fact 
that during the past 15 years “other 
forms of media have been operating 
without it.” 
“It is our 
crease in our card 
time,”” he went on, “although 
very substantial circulation 
pluses we are delivering above our 
rate bases would justify our doing 
so. It seems advisable at this time 
to take the less drastic step and dis- 
continue a discount not generally 
offered in the advertising field.” 
Latest published circulation for 
the Post shows total net paid of 
3,384,672, with rates based on an es- 
timated average net paid of 2,700,000 
copies. For the Journal, current cir- 
culation is 3,810,746, with rates 
based on average net paid of 2,800,- 
000 copies. For Country Gentlemen, 
current circulation is with 
rates based on 2 000,000 average. 


desire to avoid an 


rates at 


in- 
this 
the 
sur- 


Lowest of Period 


According to the 
magazine circulation 
trends issued recently 
ciation of National 
Post's 1940 page per thousand cost 
(black and white) was $2.46, the 
lowest for the entire period. Four- 
color page per thousand cost was 
$3.54, also a new low. In 1929 the 
black and white cost was $2.84, and 
the $4.08 per page pel 
thousand. 

The Ladies’ Home Journal black 
and white page per thousand cost of 


ll-year analysis 
and rate 
by the Asso- 


Advertisers, the 


of 


color cost 


$2.36 likewise reached a new low 
last year, compared with $3.71 in 
1929. The cost per page per thou- 
sand, four color, was $3.20 in 1940, 


compared with $4.88 in 1929. 
Although a majority of news- 
papers offer a cash discount, it is 
believed that more national adver- 
tising dollars are invested in papers 
that do not extend the discount than 
in those that do. Radio stations do 
not generally allow a cash discount. 


Informative Labels 
Discussed in Report 
Merchandise 


specification work 


under a multiple fellowship main- 
tained by Kaufmann’s Department 
Store, Pittsburgh, at the Mellon In- 


stitute has resulted in the prepara- 
tion of specifications and labels for 
almost 500 items, according to a 
new report listing accomplishments 
since the research on commodity 
standards started 10 years ago 


“More informative selling is 
wanted by consumer leaders,” the 
report stated, “but labels giving 


facts lack appeal and often confuse 


the purchaser who is unfamiliar 
with the terms and data given. It 
is hoped that this study will result 
in the preparation of label types 
that will be more helpful to con- 
sumers and will sell merchandise 
more quickly.’ 


N. Y. Milk to Mathes 


New York State milk advertising 
contract for 1941-42 has_ been 
awarded to J. M. Mathes, New 
York. The campaign will be fi- 
nanced by a $310,000 appropriation 
voted by the state legislature in 
continuing the seven-year-old 
project 


Push Old Reading Brewery 

Old Reading 
Pa., has begun 
and summer 


Brewery, Reading, 
the largest spring 
advertising campaign 
in its history, covering all distribu- 
tion points throughout the Eastern 
seaboard with newspapers, outdoor 
panels, posters, and radio. Adrian 
Bauer Advertising Agency, Phila- 
delphia, is in charge. 


MM-M-M-M! 


w- M-M-m™ ! 


Olives love to bask within 
Martinis made with 
MILSHIRE GIN 


-M-M-m™ / 


90 preo! Distilied trem [00% Groin Nowra! Spirits G F Mevblen B Bro Hertford Conn 


Typical of the jingle-type copy beiny 


used in the Milshire campaign by G. F. 
Heublein & Bro., Hartford, Conn., 


are 
these two newspaper ads. 
Benson & Dall Accepts 
Laxative Stipulation 
Benson & Dall, Chicago, has 


signed a stipulation with the Federal 
Trade Commission to cease making 
certain claims in advertising pre- 
pared by the agency on Stuart's 
laxative compound ti iblets, made by 
F. A. Stuart Company, Marshall, 
Mich 

Benson & Dall agreed to 
Stuart copy so that it does not in- 
clude the claim that the product 
is safe to use in all cases, and also 
promised to include in all copy the 
warning that the preparation should 
not be used when a skin rash ap- 
pears. Other “musts” for Stuart 
copy include a warning not to use 
the product when appendicitis 
symptoms are present, and that fre- 
quent use of the product may result 
in dependence on laxatives 


Wulf to Martin 


Wulf, who formerly main- 
tained his own offices at Los An- 
geles, has joined Martin Publishers 
Service, New York. 


amend 


John 


In Milshire Ads, 
Poetry, Gin, Are 
Mixed Right In 


New York, June 4. 

The muse’s cloak is not confined 
To long-haired poets (underlined), 
For currently it spreads its sway 
To copywriters, workaday 


This 


trend is now apparent to 

All those who read the papers 
through. 

For instance, here’s a liquor ad 

Which strains and groans and 
makes us mad: 

“The glass you raise wins mm-m- 
ms of praise 

“When what's within is Milshire 
Gin!” 

Or, “In cocktails, Collins or gin 
fizz, 

“Milshire Gin’s the best there izz!” 

The perpetrator of this sin 

This mushy, mental vitamin 

Hands out his metered selling talks 

Where Eastern circulation stalks. 

To Gumbinner, the agent here, 

We damn with praise—a_ loud 
Bronx cheer! 

(Ed’s note: This so-called news 
report 


Implies our staff-man had a snort!) 


Karbach to Covert 


William C. Karbach, 


formerly 
with Lord & Thomas 


and Erwin, 


Wasey & Co. in California, and 
operator of his Own agency, has 
joined the Covert Company, Chi- 


cago, producer of 
as vice-president. 


radio programs, 


welt BACK ISSUES 


@ Complete 
of current 


coverage 
and back 
issues of trade papers 
and general magazines 


“Using 
for editorial and adver- Trade Paper 
Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


5000 WAITS 


DAY AND NIGHT 


CONTRACT NOW 
AT PRESENT 


FOR WISN TIME 
LOW RATES! 


Represented by —— 


INTERNATIONAL RADIO SALES 
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ADVERTISING AGE 


Parfum L'Orle 
ls Target of 


FIC Complaint 


Washington, D. June 5.— 
Parfum L’Orle, Inc., whose recent 
advertising has been notable for | 


its nudes, has been charged by the 
Federal Trade Commission with un- 
fair and deceptive practices in the 
sale of its perfumes. The complaint 
does not mention L’Orle’s’ un- 
adorned damsels but does object to 
the company’s implied foreign con- 
nections. 

FTC alleges that the respondent 
seeks to convey the impression in 
advertising that it is a French con- 
cern, that it has offices in London 
and Paris, that its products are im- 
ported from France—all of which 


are contrary to fact, according to 
wg 4 op 
FTC also complains of L’Orle’s 


practice of furnishing dealers with 
re-order blanks which contain 
trade names of other well-known 
perfumers in parallel columns with 
L’Orle’s products. The complaint 
alleges the respondent has _at- 
tempted to show a marked simil- 
arity in odor between its own prod- 
ucts and well-known perfumes on 
the parallel list, and that it uses 


By-Laws Under 
Consent Decree | 


New York, June 4.—In compli- | 
ance with the consent decree en- | 
tered into with the Department of | 


Justice three months ago, the 
American Society of Composers, 
Authors and Publishers this week 


completed its internal adjustments 
by ratifying new by-laws at a gen- 
|eral membership meeting. 

First move under the new set-up 
|will be an election by the general 
membership to fill 12 vacancies on 
the board of directors. The new 
|laws provide that members vote for | 
| candidates selected by a nominating 
| committee appointed by the board. 


|No member of the board can be | 
|appointed to the committee. Under | 
|former regulations, the general 
|membership did not vote on ap- 


| pointments to the board. 
| Following conferences with Flor- 
lida state officials on the supreme 


court decisions upholding Florida 
and Nebraska anti-ASCAP laws, | 
John G. Paine, general manager, | 
reported that the society will con- | 
tinue to operate in Florida under | 
the previous arrangement for 30) 
days. During that time, ASCAP | 

| 


and state officials will devise means 
whereby users of music in Florida 
may legally obtain blanket licenses 
under the new state law. 


the two lists to fill orders with its | 


own products instead of the others 
mentioned. 

Lucky Tiger Mfg. Company has 
agreed to a Federal Trade Com- 
mission stipulation to cease adver- 
tising that its products remove the 
cause of dandruff, stop scalp itch- 
ing, reduce or prevent the 
hair and that no competitive prod- 
uct will produce like results. 


FTC also added the name of 
Westinghouse Electric & Mfg. 
Company to those competitors al- 


ready disposed of by stipulation in 
connection with representations 
made in the sale of electrical heat- 
ing pads. 

Westinghouse agreed, as have 
General Electric Company, Knapp- 
Monarch Company and Dominion 
Electrical Mfg., Inc., to alter its ad- 
vertising to remove the implication 
that three switches govern as many 
distinct temperatures, instead of 
merely regulating the time neces- 
sary to heat the pads to a single 
maximum temperature. 


Issues “100 Best Ads” 

The National Retail Dry Goods 
Association, New York, has issued a 
new volume entitled “One Hundred 
Best Ads,” containing the 27 prize- 
winning retail advertisements se- 
lected at the NRDGA January con- 
vention, plus others. 


WANTED 


Exclusive handling of meritorious product. 
All or part of United States. Established 
organization, with sales agents and cus- 
tomers throughout this and other coun- 
tries. Can also manufacture, ship, bill, 
and carry accounts, if desired. Address 
Box 3389, Advertising Age, Chicago. 


loss of | 


MAILING LISTS 


GET OUR FREE 
REFERENCE 


BOOK and 
MAILING 
LIST CATALOG 


Gives counts and prices on accurate guaranteed 
mailing lists of all classes of business enter- 
news in the U. S. Wholesalers—Retailers— 


anufacturers by classification and state. Also 


hundreds of selections of individuals such as 
professional men, auto owners, income lists, etc. 


Write today for your copy 


R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. 
Branches in Principal Cities 
World's Largest City Directory Publishers 


Mailing List Coma iore. Business Statis- 
tics. Producers of Direct Mail Advertising. 


Chrysler Ups Prices; 
Others May Follow Suit 
Detroit, June 5.—Price increases 
ranging from $10 to $53 on all cars 
of Chrysler Divisions were an- 
nounced today, following by only 
a few days annoucement of wage 
increases granted as a result of 
union demands. Plymouth increases 


amount to $10 to $37, Dodge $34 
to $37, DeSoto $15 to $47 and 


Chrysler $15 to $53. 

The price are indicative 
of the trend in the industry which 
started a fortnight ago when Ford 
made a flat $15 increase all 


boosts 


on 


models after advancing wage rates. 
Expectation in the trade is that 
prices will be higher’ generally, 
although neither General Motors | 


nor independent car manufacturers 
have fallen into line. G-M recently 
raised wages of both hourly-rated 
and salaried employes. 


Court Upholds FTC 
Order Against Ford 


The sixth circuit court of ap- 
peals at Cincinnati on June 5 af- 
firmed the order of the Federal 
Trade Commission charging Ford 


Motor Company with unfair com- 
petition through advertising a 6 
per cent charge for installment 
purchases of automobiles 

The FTC's cease and desist order 
was originally issued against all 
major motor car manufacturers 
and finance companies. 


Loft, Pepsi-Cola Merge 


Loft, Inc., New York, has ab- 
sorbed the Pepsi-Cola Company, 
Long Island City, the new corpora- 
tion to be known as the Pepsi-Cola 
Company. Merger plans formulated 
last fall were postponed due _ to 
questions concerning federal tax 
payments. 


Netter Names Pollock 

Theodore Netter, Philadelphia, 
has appointed Julian G. Pollock 
Company, Philadelphia, to direct 
advertising for its Main Line rye 
whisky and _ associated brands. 
Frank F. Wieder is account execu- 
tive. 


Two for Fairfax 


Lake Tarleton Club, Pike, N. H., 
and Montauk Beach Company, 
Montauk. Long Island, have ap- 
pointed H. W. Fairfax, New York, 
as advertising agency. 


Abry to “Young America” 


Charles R. Abry, formerly with 


Holmes & Stephenson, New York. 
has joined the Eastern sales staff 


of Young America, New York. 


Vavick Elected : 


Lee Vavick, Greensburg Coca- 
Cola Bottling Company, has been 
elected president of the Advertising 
Club of Greensburg, Pa. 


| 


[ASCAP Approves | 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Now Engel Agency 


Phelps-Engel-Phelps, 
cago advertising agency, which has| the 


been owned by Frank L. Engel since 
1938, has changed its name to Engel 
Offices remain at 
avenue, 


Advertising, In 
919 


N. Michig: 
staff is unchanged. 


c 
in 


Inc., 


Chi- 


and the 


entire 


Wisconsin, 
Dakota 


circuit 


been 


Advertising Company. 


of 


Theaters to Ray-Bell 

| Screen advertising privileges for 
Minnesota 
Amusement Theaters in Minnesota, 
and North 
have 


and South 
transferred to pepe 
Ray-Bell Films by Ludwig Screen) division of Macfadden Public "°! 


Les L. Finkel 


motion manager in 


New York. 


has 


| To United Lithographing 


bee! 


sales promotion director 0! ‘Ne 
Lithographing Corporatio! = 
York. He was previously sa‘°> P' 


the cl 
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ADVERTISING AGE 


Fy : Holds Stage 
as Hearings Start 
or Radio Measure 


(Continued from Page 1) 
Co umbia Broadcasting System 
clu ‘ing the charge that they have 
plaved “pretty footy-footy.” 

5 Chairman Fly’ 
FCU is subjected continually to 
unrerciful line 
sur’ and “unequalled” pressure 
fron: the chains at the present time. 

6. Chairman Fly’s assertion that 


“an 


there should be as many as six na- 
tional networks and also stronger 
regional chains. 


7. Additional assurances from 


, in- | 


| 
s statement that | 


of political pres- | 


e FCC chief that enforcement of | 


monopoly rules will not be exacted 
while court actions to test its valid- 


ity are in progress, so long as such | 


litiga 
and not merely to postpone action. 


tion is instigated in good faith | 


8. Chairman Fly’s admission poor 


his Saporeag ha did not always act! 


in the public interest and that un- 
fair me were made in the | 
past. 

9. Sen. White’s statement that 


Chairman Fly holds “the toughest 
job in the whole government serv- 
ice.” 


Looks to Court 


10. Chairman’ Fly’s 
that he has “no substantial doubt 
that the Supreme Court will event- 
ually uphold these regulations.” 

ll. Expression by Sen. Burton 
K. Wheeler, Montana Democrat and 
committee chairman, of his belief 
that there has been “too much heat” 
on the part of both broadcasters and 
FCC, and that Commission repre- 
sentatives should not “lose their 
temper.” 

Chairman Fly had not completed 
his testimony at adjournment time 
today. He had been on the stand 
for eight hours, and was interrupted 
often for questions in the reading 
of his prepared statement. He will 
resume testifying June 9 and ex- 
pects to take about two more hours, 
afte hich Mutual Broadcasting 
System spokesmen will be called. 
Representatives of the two chief ad- 
vocates of the White resolution, 
NBC and CBS, will not reach the 
stand until later in the week. Hear- 


ings may stretch over several 
weeks, particularly since other en- 
gagements of committee members 
will n 


1ake daily sessions impossible. 


Committee Uninformed 


Much of the time thus far has 
been devoted to education of com- 
mittee members, most of whom 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


40 8S. Dearborn St. Wabash 8655 
CHICAGO 


ENJOY THE FINEST 


|| that is best in living is offered 
the Coronado where every 
fort and service is extended 
make your visit a complete 
success. . . . Plus convenience to 
tronsportation, shops, theatres, 
bi siness and social activities. 
RATES FROM $2.50 
AIR-CONDITIONED 
BE DROOMS & RESTAURANTS 
ADJOINING GARAGE 


Ci ARONADO. Hotel 


4 4 
wa 
e 


ANIMATED DISPLAY AIDS CIGARET SALES 


Ee JA 


nos f Le 


, i 


Jocdrmag 7 yy 


Rf ——— 
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An attention-compelling display is this animated Chesterfield drum maijorette, 
dressed in West Point regalia, who periodically salutes with her saber and raises 


a package of cigarets close to her chin. 


York, 


recently taken over by L. A. Darling Company, Bronson, 


Maker is Mechanical Man, Inc., New 


Mich., display 


manufacturer. 


| know little of the intricacies of the 


statement | 


radio business. Chairman Fly was 


interrupted often by questions ask- | 


ing him, for instance, 
what he means 
“exclusivity.” 
Sen. White, sponsor of the resolu- 
tion asking an investigation, has 
made clear his position. He holds 
no brief for NBC and CBS, but be- 
lieves an inquiry is necessary to 
determine whether the networks’ 
pleas that the FCC rules will cause 
havoc 


to explain 
by such terms as 


in the industry are correct, 
or whether Chairman Fly is right 
| when he terms such pleas “the ex- 


|aggeration of advocacy.” 


Sen. White has also pointed out 
his belief that existing radio law 
should be rewritten and made to in- 
clude a specific definition of what 


constitutes monopoly in radio, as 


| well as to clarify the procedure for 


judicial review of FCC edicts. He 
believes questions of policy and 
principle were involved in the FCC 
order, and that these questions 
should be decided by Congress and 
not by an administrative agency. 
“IT shrink from Commission-made 
law,” he said. 
Doubts Practicality 


Sen. White has also expressed 
doubt of the practicality of the new 
regulations, of the FCC’s power to 
enforce anti-trust laws by adminis- 
trative edict. He has also com- 
plained that FCC should have 
drawn up recommendations for new 
radio legislation for submission to 
Congress, to make clear its power. 

The recent National Association 
of Broadcasters convention has been 
mentioned or alluded to several 
times. Most of the NAB directorate 


| is in Washington this week, holding 


daily closed dinner meetings. At 
one point, when Chairman Wheeler 
declared that the chains can exert 
tremendous economic pressure on 
their affiliates, Chairman Fly said: 
“IT found out in St. Louis what the 
stations are afraid of; they are not 
afraid of me.” 


What comic relief there has been 


was supplied by Sen. Ellison D 
Smith, South Carolina’s famed 
“Cotton Ed.” When the overflow 


crowd at the opening session inter- 


rupted proceedings, he 
moving the hearing to 
the Winds,” meaning 
Chamber. At another 
asked where the monopoly is, if 
NBC and CBS compete. “Or are 
they in cahoots?” he asked. Chair- 
man Fly’s reply was that he had 
observed they acted “pretty footy- 


proposed 
“the Cave of 
the Senate 
point he 


| footy.” 


| Goodrich Names Lang 


| manager of sales 
|}and 


F. A. Lang has been appointed 


for the rubber sole | 


Akron, O. 


| Brown Advanced 


| named 
|training of Continertal 


Kenneth N. has been 
of sales 
American 
Wilmington, 


Brown 
assistant director 


Insurance Company, 


| Del. 


Holly Shively to 
Head New Service 


for John Blair 


| Shively 


rubber heel division of Good- | 
|rich Rubber Company, 


Chicago, June 5.—In a new de- 
velopment in broadcast station rep- 
resentation, John Blair & Co., na- 
tional radio station representative, 
has organized a_ station creative 
sales division 
department, to 
be headed up by 
Holly Shively, 
formerly man- 
ager of the radio 
department of 
Lord & Thomas, 
Chicago. Miss 
will 
make her head- 
quarters in Chi- 
cago, but will 
also spend con- 
siderable time in 
Blair’s New York 
office. 

The new division, according to 
Mr. Blair, will aim at improving 
service both to stations and _ to 
agencies and advertisers, and the 
first move in this direction will be 
a thorough and detailed study of 
each station with a view to provid- 
ing more complete information for 
advertisers and agencies, and 
toward setting up a system of 
closer cooperation between stations 
and representatives in developing 
new business and_ servicing 
counts. 

Before 
Miss Shively 
licity and 
in Chicago. 


Holly Shively 


joining Lord & Thomas, 
was director of pub- 


special events for CBS 


Opens Permanent Prize 
Exhibit in Detroit 


Belnap & Thompson, Inc., Chicago 
sales promotion agency, has opened 
a permanent exhibit at the Whittier 
Hotel, Detroit, a “Prize Home” fur- 
nished entirely with prizes offered 
contest- winning salesmen. Each 
room includes prizes which have 
proved the most popular among 
salesmen and their families in con- 
tests conducted by clients of Bel- 
nap & Thompson. 

The wives and families of sales- 
men, according to President Roy 
Beinap of the agency, are the most 
powerful forces in American selling 
today. He said: “A recent survey 
we made among the more than 
100,000 salesmen taking part in spe- 
cial sales campaigns conducted by 
our clients brought out the fact that 
it’s the enthusiasm, encouragement 
and pep talks the salesman and his 
tamily hold around the breakfast 
table that gets more business for a 
company than the sales manager’s 
weekly sales meetings.” 


Lowell Papers emee 


The Sun, Lowell, Mass., 
ehased the Lowell Citizen-Leader, 
and the combined newspaper will 
be known as the Lowell Sun & Citi- 
zen-Leader. The consolidated news- 
paper will be represented by Story, 
Brooks & Finley in the 


| field. 


has pur-| 


B&B Ups Prins 


Paste and Powder 


| induced to 


|had appeared. 


| producers, 


ac- | 


Injurious to Teeth, 
Teel Copy Asserts 


(Continued from Page 1) 


Company, which placed the highly 
controversial copy as part of. its 
regular Teel schedule, could be 
make any comment on 
indicate how widely it 
However, ADVERTIS- 
learned today that similar 
has been turned down by 
leading magazines, and that it has 
also created a furor in newspaper 
circles. 


it, nor to 
ING AGE 
copy 


Newspapers Surprised 

The copy has thus far 
only in one paper in Boston, Phila- 
delphia, St. Louis and Chicago, as 
far as can be learned, although this 
may not be anything like a com- 
plete list of the cities in which it 
has appeared. While it apparently 
caused newspaper headaches in 
those cities, indications are that it 
Was not turned down in any in- 
stance, possibly because it was run 
in on a regular schedule and came 
as somewhat of a surprise. 

In New York, however, the copy 
has not yet appeared in any news- 
paper, and it is understood that 
several newspapers there have re- 


appeared 


fused to run it. Whether the theme 
will be extended seems at this | 
moment to depend entirely on the 


success which P & G attains in get- 
ting the copy into print. 

Leading toothpaste and powder 
obviously including the 


makers of the “seven largest-sell- 


Coming 


Conventions 


June 17. Midsummer conference, 


National Publishers Association, 
Apawamis Club, Rye, N. Y. 


June 23-26. Annual convention, 
Association of Newspaper Classified 
Advertising Managers, 
Hotel, Milwaukee 

Sept. 8-9. Annual 
surance Advertising 
Hotel Hershey, 

Sept. 8-11. Annual convention, 
Financial Advertisers Association, 
Hotel Statler, Cleveland. 

Sept. 15-17. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa 

Sept. 17-19. Annual Conference 
and Exposition, National Industrial 
Advertisers Association, Royal 
York Hotel, Toronto, Ont., Canada. 

Oct. 8-10. Annual convention, 
Direct Mail Advertising Associa- 
tion, Mount Royal Hotel, Montreal. 

Oct. 15. Annual meeting, Agri- 
cultural Publishers Association, 
Chicago. 

Oct. 22-25. Fall 
ciation of National Advertisers, The 
Homestead, Hot Springs, Va. 

Oct. 23-24. Pacific Council, 
American Association of Advertis- 
ing Agencies, Hotel Del Monte, Del 
Monte, Cal 


Schroeder 
meeting, In- 


Conference, 
Hershey, Pa. 


meeting, Asso- 


| Frederick Writes New 


Book on Sales Points 

A compact, systematized volume 
entitled “1,000 Sales Points, The 
Vitamin Concentrates of Modern 
Salesmanship,” has been written by 


|J. George Frederick and published 


by the Business Bourse, New York. 


ing” brands, expressed a variety of | Mr. Frederick has condensed and 
viewpoints on the copy to ADVER- pointed Up, in informative fashion, 
Daeib . . the lore of modern § salesmanship. 
TISING AGE. None would admit that | He discusses simple elements of 
his own copy would be changed to| good salesmanship, types of sales 
argue the points raised directly,| prospects, below-par personalities 
but all left the impression that if|to handle carefully, and a list of 
the copy continued “it might be | 25 points on a score of other sub- 


necessary to change their tactics to | 
meet the situation.” 


Expect FTC Crack-Down 
Most also agreed 
judgment the current Teel copy 
would result in a crack-down by 
the FTC, but they pointed out that 
issuance of an order by this body | 


requires time, and _ considerable 


that in their | 
| 
| 


damage might be done in the in- 
terim. 

Introduced as the first liquid 
dentifrice in May, 1939, Teel has 


had an interesting, but thus far 
an especially successful career. 
a review of the dentifrice field 
published last November, ApbvEr- 
TISING AGE estimated that all liquid 
dentifrices were getting less than 6 
per cent of the dollar volume in the | 
dentifrice field, and that while 
Teel was garnering the major por- 
tion of this business accounting 
for somewhere between 70 and 80 
per cent of the liquid business—its 
total volume was still too small to | 
make its sale and promotion a | 
profitable operation. 

Indications are that liquids have | 


not 
In | 


probably not improved their rela- | 
tive position since then; in fact, | 
most dentifrice makers, including | 
those which make liquids, are 
under the impression that they 
have done well if they have not) 
lost ground. The reason for this, 
acccording to one maker, is that it 
is simply impossible to carry 


enough ingredients in suspension 
in a liquid to do a real cleaning 
job. Obviously, however, Procter & 
Gamble would not agree with this 
summary of the situation. 


Grey Handles Account 
A feature story 
Richard Charles 
executive with 
The Saturday 
reviewed in 
26, said 


on the career of 
Coblens, account 
BBDO, printed in 
Evening Post and 
ADVERTISING AGE May 
that BBDO handles the 
Silex account. This account is 
now handled by Grey Advertising 
Agency. 


Cornelius J. Prins has been 
|named art director of Benton &| 
Bowles, New York. He has been in | 


national |charge of the agency’s art studio 


|for the past three years. 


jects. The author is president of 
the Business Bourse and writer of 
a dozen other volumes on kindred 
topics. His new 224-page volume 
sells for $1.75 and may be obtained 
from the Business Bourse, 80 W. 
40th street, New York. 


Cigaret Bill Signed 


Governor John W.. Bricker 
Ohio has signed the unfair 
sales act which will make 
ful for retailers or wholesalers to 
sell cigarets at less than cost as a 
method of competition. 


of 
cigaret 
it unlaw- 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


PRINTING 


AITHORN service is 
CH compilers — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


- 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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ADVERTISING AGE 


June 9, 194) 


P&G Renews Eight. 
Daytime Serials; 
Treasury on Air 


New York, June 4.—Procter & 
Gamble Company this week issued 
a blanket renewal for eight day- 
time serials aired over the Red net- 
work of the National Broadcasting 
Company. The 15-minute programs 
are heard daily, four in a_ solid 
block from 10:45 to 11:45 a.m., and 
the remaining four at 12:15, 
and 3:45 p.m. 

With renewals 
programs are “Pepper 
Family,” “The Goldbergs,” 
O’Neill’s,” “Against the Storm,” ‘ 
and Sade,” “Guiding Light,” ‘Road 
of Life” and “The Story of Mary 
Marlin,” in behalf of Naptha, Duz, 


effective 


“The 


3, 3:30 | 


July 1, | 
Young's | 


‘Vic 


Ivory flakes, Ivory bar and flakes, 
Crisco, Camay, Chipso and Ivory | 
Snow. Compton Advertising, Ped- 


lar & Ryan and Benton & Bowles are 
the agencies in charge. 


Treasury Program 


Following its acceptance of the | 
Texas Company’s offer of an hour’s 
radio time for defense bond promo- | 
tion, the U. S. Treasury Department | 
will broadcast an all-star variety | 
program, “Millions for Defense,” be- 
ginning July 2. Featuring radio, 
Stage and screen stars, the program 
will be aired from 9 to 10 p.m. on 
86 stations of the Columbia Broad- 


casting System. “Commercials” will 
be devoted to promotion of bond 
sales. Musical portions of the pro- 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’'S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


| chorus. 
| Goldwyn-Mayer 


|of the 


| has 


| tive 


lhas 


MAYTAG MEN LOOK OVER THE 4,000, 000TH 


| 


} 


As the 4,800,000th Maytag washer rolled from the assembly line this group of 


company officials was on hand to mark the occasion. 
Umbreit, executive vice-president and treasurer; Fred ee Il, president, and 


grandson of the founder; A. H. Taylor, vice-president; 


Left to right: Geo. M. 


Ww. . Sparks, secretary; | 


and Roy A. Bradt, vice-president. } 


gram will be provided by Al Good- | Revue” 
and Ray 
Howard Dietz, 


man’s orchestra 


tion, 
coordinator of the 
Earle McGill, 


Bristol-Myers Renews 


Effective July 2, 


Company has renewed “Mr. 
The program, 

is aired over 

NBC Red network. 


Attorney.” 
of Vitalis, 


Ryan is the agency 


67 


Rename Camel Show 


Block’s 
of Metro- 
Pictures Corpora- 
has been named chairman 
program, 
CBS director, 
|handle program production. 


and 
and 


will 


Bristol - Myers 
District 
in behalf 

stations 
Pedlar & 


R. J. Reynolds Tobacco Company 


renewed the 
| broadcasts by 


July 10. 


been renamed 


Camel 
Xavier 
The program, aire 
| Thursday from 7:30 to 8 p.m., 
| 75 stations of the NBC Red network, 
“Cugat-Rumba 


Cugat, 


cigaret | 
effec- 


"CHRCULATION 1A 
TRIBUNE HISTORY 


history. 
Total City 


Coast’s Third Market. 


@akland. 


TxCLUSIVE ASSOCIATED Patss 


City Carrier and Dealer. 


Total City and Suburban 
TOTAL NET PAID....... 


ODAY the circulation of the OAKLAND TRIBUNE, both daily and 
Sunday, has reached an all-time high, the greatest in its 67-year 


Daily 
59,337 


. 65,209 
80,203 


84,274 


OAKLAND TRIBUNE CIRCULATION 
ABC Publisher's Statement, March 31, 1941 


Sunday 
64,696 


70,634 
87,014 


93,147 


This record breaking Tribune circulation is concentrated in the Pacific 


Reach the thousands of able-to-buy families in this great, rich trading 
area through the columns of this dominating newspaper medium. 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 


1/8 to 8:30 p. 
| Family,” 


‘renewed “Truth or 


| effective July 5. 
over | 


Tribune 


wittrnoTo .. 


UMITEO PRESS 


_ National Representatives: WILLIAMS, LAWRENCE G CRESMER CO. 
_ Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION — 


| Magazine and Comics NEWSPAPER GROUPS. INCORPORATED — 


and Carmen Castillo and 
have replaced Yvette 
William Esty & Co. 


Lina Romay 
as vocalists. 
the agency. 


General Foods Renews | 


General Foods Corporation has | 
renewed two programs on the Red | 
network of the National Broadcast- | 
ing Company, effective July 3. 
“Maxwell House Coffee Time” will 
continue to be aired Thursday from 
m., and “The Aldrich | 
for Jell-O puddings in the 
following half hour, over 84 sta- 
tions. Benton & Bowles handles the 
Maxwell House coffee account, and 
Young & Rubicam, Jell-O puddings. 


P&G Renews 


& Gamble Company has 
Consequences,” 
The quiz program 
is aired Saturday from 8:30 to 9 
p. m. on the NBC Red network in 
behalf of Ivory soap. Compton | 
Advertising is the agency. 


Procter 


| neers 


is |On main 


| both city officials and labor 


Philip Morton, 


Outdoor Pioneer, 


— 


\Petroleum Group 


Pictures ‘Typical 


Dies at Cincinnati Motorist ov. 3. 


Cincinnati, O., June 3.—Intimate | 


friends and the family paid a final | 


tribute today at funeral services for 
Philip Morton, 74, one of the pio- 
in the outdoor advertising 
field and a past president of the 
Advertisers Club of Cincinnati. He 


|died at his home of a heart attack | 


May 30. 


Although his health had been fail- 
Mr. Morton re- | or 
‘mained active in his business and | $4,820, and the chances are out 


|ing for some time, 


Washington, D. C., June = 
John Doakes, the typical Am« 
motorist, is between 40 and 45 
old, has a wife, a son and a d 
ter, lives in a community « 
than 5,000 people, and ear: e~ 
tween $20 and $30 a week, ac >rq. 
ing to studies by a commiti © of 
the American Petroleum In 
The value of Mr. Doakes’ 

farm is between $4,500 ang 


two days before his death attended | 50-50 that he owns the pro orty 


the election meeting of the Adver- | 
tisers Club, campaigning for one of | 
the candidates. Mr. Morton began 
his long career as an artist employed 


by an advertising agency to paint | 
/scenes and copy on barns and other 


outdoor surfaces. Later he founded 
his Own company, which from a 
small start became one of the largest 
of its kind, with branches in cities 
throughout the country and boards 
highways from coast to 
coast. 


At the turn of the century, Mr. 


P | 
Morton put up signs along major | 


railroad lines and, so that people 
would see them, contracted for spe- 


cial excursion trains to parks and | 
The idea went over so well | 
| that railroads themselves took it up. | 


resorts. 


Mr. Morton invested heavily in real | 
estate and his holdings were esti- 
mated in excess of $1,000,000. He 


‘was credited with being the origi- | 


nator of the multiple 24-sheet board 
system. He was known as a bitter 
fighter and willingly contested his 
right to post signs in disputes with 
unions. 


JOHN F. BASKETTE 


Cincinnati, O., June 2.—John F. 
Baskette, manager of National 
Transitads, Inc., Cincinnati office for 


the past seven years, died at his 
home May 30 after a two months 


— 


Continue Swing 


Effective June 23, General Cigar | 
Company has renewed Raymond | 
Gram Swing, who is aired Monday 
and Friday over 76 stations of the 
Mutual Broadcasting System in| 
behalf of White Owl cigars. The 
commentator is heard from 10 to 
10:15 p. m. J. Walter Thompson 
Company is the agency. 


“Kollege” to Continue 


has 
Musical 


American Tobacco Company 
renewed “Kollege of 
Knowledge” in behalf of Lucky 
Strike cigarets for 13 weeks, effec- 
tive July 2. Featuring Kay Kyser, 
the program is broadcast Wednes- 
day from 10 to 11 p. m. over 115 
stations of the NBC Red network. 
Lord & Thomas directs the account. 


Club Shifted 


Continental Baking Company will 
shift “Marriage Club” from Satur- 
day to Thursday, begining July 3. | 
Under the new set-up, the program 
will be aired Thursday from 7:30 
to 8 p. m. instead of Saturday from 
8 to 8:30, over 48 CBS stations. 
Ted Bates is the agency. 


“Penthouse Party” 


Beginning June 6, R. J. Reynolds 


| Tobacco Company will replace “Al 


| program 


| will 


Pearce 
house 
Prince 


and His Gang” with “Pent- 

Party” for Camel cigarets and 
Albert tobacco. The current 
is aired Friday from 7:30 
to 8 p. m., with a rebroadcast at 
10:30 p. m., and the early broadcast 
be dropped for the summe! 
replacement. The number of CBS 
stations, now 79, will be expanded 
to more than 96. William Esty & 
Co. handles the account. 


Jergens Renews 


Andrew 
renewed for 


Jergens Company has 
39 weeks the Wednes- 
day night half hour on 66 stations 
of the NBC Red network. In be- 
half of Woodbury face cream and 
face powder, Jergens sponsors two 
15-minute programs, “Tony Martin 
from Hollywood” and “How Did 
You Meet?” from 8 to 8:30 p. m. 
Effective with the renewal July 2, 
the two shows may be replaced by 
a half-hour dramatic program. 
Lennen & Mitchell is the agency. 


| May 30 at Scottdale, 


| ROBERT M. PETERSON 

Cleveland, June 3.—Robert - M. 
Peterson, 52, assistant advertising 
manager of the American Steel & 
Wire Company, died suddenly on 
Pa., where he 
was visiting. He joined American 
Steel & Wire Company in the sales 
promotion and advertising depart- 
ment in 1934. 


CASPER YOST 

St. Louis, June 2.—Casper Yost, 
for more than a quarter century edi- 
tor of the editorial page of the St. 


Louis Globe-Democrat died May 30)! 


following a heart attack. He was 77. 

Louis LaCoss, member of the 
Globe-Democrat editorial staff since 
1923, has been appointed to succeed 


Mr. Yost. 
J. H. WOODS 
Calgary, Alta., June 2.— 


Woods, 73, president of Southw tt rn 
Publishers Ltd., publisher of the 
Calgary Herald, died recently at his | 
home. He had retired from active 
newspaper life in 1936, but retained 
the presidency of the Herald. 


WARREN B. DYGERT 

East Orange, N. J., June 2.- 
ren Benson Dygert, Jr., 58, faculty 
member at New York University 
and author of several books on ad- 
vertising, died May 22 after an 
emergency appendectomy. He had 
been of marketing and 
radio advertising at the University 
for the past 16 years, and was secre- 
tary of F. J. Low Company, Inc., 
New York agency. 


War- 


professor 


WILMOT R. SQUIER 
Washington, D. C., June 4. 
mot R. Squier, 29, former adver- 
|tising manager of Washington Gas 
Light Company, 


gas at his home here yesterday. 
The coroner issued a certificate of 
suicide 

One of the youngest advertising 
executives in the nation, Mr. Squier 
had served the utility as advertis- 
ing manager for a decade when he 
resigned at the beginning of this 
year. At the age of 24, he was 


president of the Advertising Club 
of Washington. 


Wil- | 


was suffocated by | 


He has $500 in the bank, ar the 


face value of his life ins nee 
| policies is $900. He drives a ed 
car that is between four an five 
years old. It is now worth bout 


|$225. The Doakes family ha vel 


had a brand-new car, be! ving 
they could get more for their one, 
by buying second-hand cars 


The family drives about 8.599 
miles a year, most of it to an from 
business and on shopping — xcur- 
sions. Only 45 per cent of t! > aut 


travel is done on vacation tr and 
for other social and recre tiona) 
purposes. Only one out of every 


ten trips are farther than 30 miles 
from home. 

Mr. Doakes buys 650 gal! ons of 
|motor fuel each year, the t of 
which includes taxes totaling $35.75 


License plates and drivers’ rmits 


}add another $12.50, and othe: taxes 
that go with car ownership bring 
the annual total to close to $5 
Local Roto Ads 
Up, National 
Down, in April 

New York, June 3.— Nationa! 
newspaper rotogravure advertising 


continued its decline in April, com- 
pared with the month a year ago, 
and local linage continued its in- 
crease, according to figures pre- 
pared for ADVERTISING AGE by Kim- 


berly-Clark Corporation. Nationa] 
linage decreased 203,718 lines from 
733,212 to 529,494, or 27.8 per cent, 


while local linage increased 24,856 
lines or 6.6 per cent from 376,959 t 
401,815. 

The total newspaper rotogravure 
advertising linage for April, 1941 
was 931,309 lines, a decrease of 
178,862 lines or 16.1 per cent fron 
the 1,110,171 lines of a year ago 

Of the total linage for April, 766,- 
274 lines was in monotone and 
165,035 lines was in color. 


Bradley to Day-Brite 
Richard D. Bradley, for the pas! 

three years field engineer for th 

| Westinghouse lighting division 


| Detroit, Mich., has been named di- 
jrector of sales and engineering f 
Inc., St. Louis 


| Day -Brite Lighting, 


"Name Robert B. Yunger 
Robert B. Yunger, Milwauke 
layout artist and copywriter, ha 
joined the newly created advertis- 
ing copy service of the Madiso! 
Newspapers, Madison, Wis 


JOHN BLAIR & COMPANY 


National Representati: °s 
of Radio Stations 


CHICAGO—520 N. Michigan Ave.—Se or 8 
NEW YORK—341 Madison—Murray !) | 9 
DETROIT—New Center Building—M-* a 78 
ST. LOUIS—455 Paul Brown Bidg.—Che ot # 4 
LOS ANGELES—Ch. of Com. Bldg.—Pro «t® , 


SAN FRANCISCO—608 Russ Bidg. —Do -# *! 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


BRITISH HEAD CONFERS WITH U. S. MEN OFFERS PREMIUM 


Robert Foster, director of Colgate-Palmolive-Peet, Ltd. of England, flew to New 

York from London aboard the Dixie Clipper for a series of conferences with 

company officials in this country. Shown welcoming him are (left to right) 

E. H. Little, president of Colgate-Palmolive-Peet; Mrs. Foster, Mr. Foster, and 
Hugh McKay, director of advertising for the company. 


A Tenite car-key bracelet, with key chain 
attached, is currently being offered with 
each can of Carnu, auto polish produced 
by S. C. Johnson & Son, Inc., Racine, 
Wis. Women drivers can conveniently 
slip the bracelets over their wrists in- 
stead of fishing for the car keys in 
purses. The premium is to be featured 
in full-page newspaper advertisements in 
almost 50 papers June 22. 


A NEW "SPIRIT OF '76" 


DOUBLE PURPOSE 


sy to mane 


AUMFORD 


A full-color illustration of strawberries 
spilling from an overturned box dom- 
inates this counter display, double pen- 
nant and recipe folders created by 
Forbes Lithograph Company, Boston, for 
Rumford Chemical Works, Rumford, R. |., 
to sell both strawberries and the baking 
powder that goes into dainty shortcake. 
The headline, “Give ‘em Shortcake to- 
night,” ties in the attention-getting 
strawberries with the product. 


Especially marked for its timeliness, this photograph is part of a new advertising 
approach by Alka-Seltzer, product of Miles Laboratories, Inc., Elkhart, Ind. Photo 


by Underwood & Underwood. Wade Advertising Agency, Chicago, handles 


the account. 


GRADE LABELS ONLY 60 PER CENT ACCURATE, STUDY REVEALS 


Her, 


Rae 


are the 275 cans purchased by Better Business Bureaus in 14 cities and graded by the Agricultural Marketing Service 
est to see how closely they approximated the grades shown on the labels. Only 60 per cent were on grade, and 30 
per cent were below grade. ( Story on Page |.) 


Illustrations by the artist, Varga, dominate the full color pages which herald 
the return of the Jantzen girl for the 1941 campaign to capture a big share of 
the swim suit and swim trunk trade. Magazines and panel posters will be used 
throughout the season. Botsford, Constantine & Gardner, Portland, is the agency. 


SIMPLICITY MARKS NEW STANDARD OIL POSTER 


PK) RED CROWN GAS 
Telling simplicity, with contrasting colors, marks this new 24-sheet poster sched- 


uled for June release by Standard Oil Company. It was produced by U. S. 
Printing and Lithographing Company. 


FOUNDATION EXPERIMENTS WITH COLOR 


= » 


The bitterness of battle fades 
in the friendliness of beer and ale 


@ 


United Brewers Industrial Foundation is testing the pulling power of color in its 
national magazine advertising, using four-color full-page placements in weeklies. 


{Story on Page 26.) 


Newell-Emmett Company is the agency. 
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RSA OR ED F< Me 


“Here's what | saw this morning when | visited this typical denies center in 
Es | Brooklyn. An endless stream of people. And all here for just one reason—to buy 
' oe Foods, —_ ciguettes, candy and a Sremend _ items. 
Z the street, looks more like a | 
| department store. Like the 
self-service food stores, every- 
- ) i thing is out in the open where 
people can easily see and se- 
Gx y lect the things they want. 
"No wonder women _ it ive to make up > their am ACRE 
minds. Here's a naborhood market where these crowds gon SI pod, CA eae "jee, : ee 
shop. The manager told me that more than 3,000 prod- : slp rt ng 
ucts are on display in this store. — eee e ite: , 
Tar ROSTERS 7 | Be mi 
* ° q 
i 
' 
( 
' 
f 
0 
7 
d 
s 2% 5, aa , Fi Carat eee As. a t 
: “fe y hoa pr ave * uf oe 2 = , , ees iM " toe ' . . . . . : 
"| talked a Mrs. Rosen and Mrs. Slavin. They live in this nabor- 4 ik SF In these days of ‘pick-up’ buying, when self-service is becoming more and more impor- b 
; Ha hood and shop regularly at these stores. Both said they preferred #eaum tant, it's no wonder that these Criterion poster displays are becoming so popular with 
7 t to shop in stores where all the merchandise was well displayed and shoppers. When they see a product attractively advertised here, they are so much more 
_ ie ie the pom ae marked. likely to ask for " or pick it up inside the stores." " 
yf - eo je ae P +e ye 4 : Wy 7 J ~ : Ss 4 $ ty ap oF. . 
. A Sahm | na ve eh ay beth he Yigg ss (Mp! S Hime # 45 = ti o aa, hint See re PI ” Ah Melly dP eee S fee: 4 b 
nee ADVERTISING COMPANY, INCORPORATED | 
*. NEW YORK + CHICAGO - BOSTON ~ 
sll r te 


§ “Use Criterion Service to tell it to them before they go into the stores to buy!“ 1g 


Ff, - 


WD mh ho Sig wight v, A » i ssa tal a 7 ¥' ops Ly toy og VD 
AP ¥ 5 ee ers “oat it Lista, K Ht oe a ; ei.” rerun root a’ Pe “dg pe ¥y; “ S48) Vee) 


ie 


mae Se . ee Leos * ‘ ES SS mn. Ree Py - vi be a: eee ioe = Nee 
7 _ : a ON a : “Uae r ® 
a a ” . . te yon Cal - be Fey ~ Pg Pe 
mae ', . Ge (es Op etl fig, NOG hip hae 4 Wid AM Bdge. 5 et eo 
zon , eros 4 Mo ET VOR ede Vif iy PN ae Bats,“ f ot Fete ds 5 ft ear Jey df OP, ERA eh ne Oe 2 
i ae i TS Dn a PH we tae APN > Ny Paden op pCO nile, edie he mee At, ec hia ae Wie oR iieg 5S ah 
tie (i la ‘ id tte to eo {oF aw: a in uP ee Fy Ppa ol, ail, fa, bt AS hg : 7 Ls pte Or sland t phates e Ss ee ’ ‘, wt 1 * § 
foe . . ig. tes has Po ip bed Ge hae be ‘*? F f fs 4 ia o. oe me fof Ew % Fat! Pa BP Sg os Sty ptt. 4 PF, A phe, 4 4 ; d y oh 
= ef § > od “ 4 “f" oe Py - . fee | 47 * X i”% ae ts et: al hk , dey one : ’ oa @ 3 Z > ; 
= % . ; . ott bry wae. mC es JEL, Mik mudtercuede sod * Boe Ba ~~ Y & f © ae 2 + hye ' « —_ ; iG ” : 
3 a “ ‘ Lf é ra tied pachegy fy re vey & Pr! inoyt Go Woe : ae L Pry . pigs J 
SoA Pn . ek “te *h Ws 4 “, ; on. J by ‘i re # _ , ‘ a 4 , 
e ves : = ae fe a. ¢ ae > fe 
ae #4 : 7 s ; , : 9 _ 
Bt) 4 af a f« Ve de: RG pie i « yi pe z # ” - ~ a - tf Ee. - 
‘ter iat Mah ae 4 / » yf y vt’: ‘ * ” a 5 ee iste Mn, , ‘ ht ede et. Not Go 
ae te 5 ade f , 4 ITO ae 64 PPOs, 984,80 hid 5 RE NM gs. FAI PGE) ate: atin te a eae tf babes Vevey, oe A 
ere ° ie i i ee °, dot a. ‘ ah a ge ate ™, i Ps ond he 1+ Le Shed Fink Eres n 2) i POM oe ¥ % ee nt) <4 aan: | Pah gia iy, bod t ligase Piette we) ca + yy’ 
= , f- ia Py Opa BF jadi age 274 1 Be pL dy a - $ - ay oP A pa a) ne, ‘ pant "Fin pts eerie = ai“ Lf Kaew ct he) \ atoms ot ae " Te ct aa A o 4 a ey he 
F . Th) OBE a, ierad eter ache gh G7 ig bs ays “ art es a pis 4 ey aeg vy f pty 4) Micrece bal ath hoe Z pire Ste pag: r pw! 2 , oe “ Pig 3 
te Cea ON 008 9 < alll SPS Se, EU tal die My Pale F es, Ses IE Jot be ep cattle ss, sotva Mpa i Pea Tg be 7 
OP Ns lias SSL PI A BY: i I HAs Git Sige a ede aie 3 
| Pgs a Saha lll neg RES Tm el de dee ip dak 2 tase Ge GY — WE : 7 
Sher Tigh © ary wintry ! . “i +e ry Ame, (ery Bete at ' ay may FS 4 i y | j \ 
ty * ate a , eae " a 4 ? 3 —_ é tad oy were a , eg 7? ~ om ; “™, > —- mH B . 4 
ADM is ln _ peegeee Sas aoe © me, Hy, oon ti NX 2 
o7% teat +) wD me ui es ’ i. ee OGLE gad; “9 heh : “F. it .) . 
ne os Hee aia toot ba a Se ri hag ee ae E 
cue = ee Arete» a a} tn 
, SS te ae >, 4 % ae at y y £ . eal Tien . a be. i ‘ ™ I - “ Fe 3 = » 
= pty Sp: i K, OPES Fy Te 7 “se . - Sie Ue Ph, v ra 
a oy, PME thas ‘\ é y Ne ir POPUP 4 «ps — oe aes D4 iF 
a. Gt, 4AM 18 tp 4 i Cas ahi iy F ; ‘pp Lae ie Khe Van 4 i ia” , _ieital a, .* ° 
‘a ee Wigton Feat iit, , HM Sint hi Se Ue We bd rt a ee ' | we pal £ 
—_— et ey nb aa hes tor i Ct a a oghar4 eH ip Ded teri hg eo” , "ad a re : wip i Bi ; hy CANOY § fp 
in eeu RRB lite GE Min, BB) eg Fly te Rin tn be ee — oe. 3 = Ape Ee vee imal 
= Dh be aE ete“ Hee, 2 oan . 4 ge peg ee Et id ky Bia al oi ale i ie “ ae | = ~ ¢ 
= Ke ip i, | Pe aft ‘ it # a ~~ “4 ae Bey RN AS ha ‘ad . } r a4 “f es rod nt ‘ 4 ; a ae 5. a — . ’ > 
pa oe Pa tp ” VA Nt ets * ge bate teh fen TY : Bs! tiles cat . « : a ee "a a + or 
— pia Pow. ’ had fi aid de 3's f “we ( F te I-14 , ade | t a aed ma) = fo > nn S&S = i ‘ ow, P, 
_ bali ae 3 Bay" ace Wi PTA whe pe = = od fo Ee Is re ind Bi 4 
: ee ete 1 qf; et 4 yj ay oh yh oe « se 4 a “y -_ 5 ant ‘in a a 
- 44 . < 4 ~f ed : a J e ? od ~:~ * nix . We 
oh 4p ) 4 < . : 
OP cdl be Pela * 3 te . ae ‘ } ° tie 4 4 ig Vi 
i Bt we “*y7 Oye ne y : x 4 Le “\ ; . a 4 
é Pig eve ‘ PCA ~ ; — - cee: SE ‘Y , -_ EE ey 
; ot, Aigo By 7 ce” “4 i oa 4, ‘a r.4 * . ; onl . £ eS - q t : : 
i y at A , oA z a en ie P. ‘ a - ck, * te Ad +4 : ; - v' on oe ® } tee! ‘ * i 
~ Dia) bi f= Ye Ms pS co ae ee -_ Bi J . eA , yay 5 a é ’ bas F * = - ‘ a ‘ ‘ 4 : 
; a a el “dh ie - Marae? Wie iy ‘ ; id * . A —.  _——a 4 . 19 , A 
/- sie hy ag ee s os hee ; pg M — A — ca a a ‘ a 
bo wee ae r | | gett edie ton : - > Sty : — sae , ; 
¢ : : i eid ve 8 te LS <1 " : ‘ ah ; 7% ; 
4 Flog ag aS ia pe be B33 wg St: - he, : : *’ : ~ “ bs 7 ~ tie 
/ inl - per ae @ a 3 2 4 4 ee ide ‘-_ a : : re 
Le pas ; 4 , » a = ; ’ 3 , : oe ’ id , pl 
308 Ses) | A gees: GE if =» ha 1 iy ee | 
ng Ey = oP ge + ne o.oo i —— y / My 
. fp >. _— 7 , mg > aS Ce it f a ; ¥ 2 » . 
4a - i. aaa Sy > mm: © ~  e F é i \* ¥ eer, ‘ ‘ : Bag, P 4 exh 
i ii A) gil sa. oe pe . 7 i 4 
+4 pe “ee ie STF: ee: fe we . ‘— ss * ae ae ‘ . f rit a *, 
' Pe oe fg Ag oA : * y . o" “ é , s 
LAK pe th ong i < Ki Coie : = ¢ <> 4" - bs — é A ee “ z . a' 
ib 4 a a ef we le -_ “as teh att ee — VEE 2 oe ba Le Lal. MP! th 
, ‘sf ip , ee Te, hee 4 \e" “ tN o Ye. ye Mb taal eg Ls ta: Bot, 
wea Bye vt a ae a : 
eh ee) xr te a 
a . ef 
. | 
ey “ : . : ee a ie = iss Magis ie aco ie, Pele Hae 3 54 bei? wer « mer ie ay eae 
wit a) a f z ekg * be 2 ee vy _ “a 2 ao ee Po ae vee Se k i acts f Gan * ie Na he a { Rat fe AE in ro) aa ‘ = “ es r Re: vised t Ye? =~s oe ¥ By 
Ie St RS sa te ng ea, eR et Pees a i as 8 a ee 3” ee: Saws Sonn ene” eg Py oat 
le Bs i pl ane Bee eH age. ae ee a. OF «if ip Giloe S PE ares ema 3" ete? : . SMe oe oe 
EN , 


